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Rough Proofs 


Fred Lackens says a coordinator 
is a fellow who can bring organized 
chaos out of regimented confusion. 


ra 


Keen observers predict a great 
postwar future for nylon, since ex- 
perience has proved that neither 
men nor women like the feel of 
rayon hosiery. 
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“Claimant agencies” in Washing- 
ton naturally come into pretty sharp 
conflict at times, and it looks as if 
Henry Wallace and Jesse Jones 
have now reached the championship 
round, 
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Man-bites-dog department: Apb- 
VERTISING AGE buys space in Wash- 
ington newspapers asking Congress 
to maintain appropriation for OWI’s 
domestic division. 
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Reader’s Digest doesn’t like any 
cigaret advertising, which isn’t to be 
wondered at, since it doesn’t even 
like cigarets. 
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The down-trodden white collar 
worker may be coming into his own. 
With the present shortage of help 
in the laundries, he soon won’t be 
required to wear a white collar. 


> * -F 


Lawrence Gumbinner introduces 
Bill Jones in an ADVERTISING AGE ad 
opposite one in which Popular Sci 
ence talks about John Jones. It’s a 
small world for the Joneses. 
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Sky Hopper, who wrote the Tell- 
All ads for the Associated Business 
Papers, put in a want ad for a man 
to take his job with ABP, and of 
course he needed only 1,200 words 
to do the job. 
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Huffman Full Fashioned Mills 
talks about “the government’s pro- 
gram to glamorize women in essen- 
tial war jobs,” while everybody has 
been thinking it was the gals’ own 
idea. 
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“Female—if it scares you don’t 
read any further,” starts a classified 
ad in ADVERTISING AGE. Say, what 
gave you the idea admen are scared 
of females, lady? 
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“Watch Sweden,’ Marvin Lowes 
advised listeners in a recent talk, 
and maybe he had in mind that it 
would be worth while to watch 
Gundar Hagg. 
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An advertiser is telling women 
“what to do with rationed fats,” but 
some of the stylish stouts are still 
worrying about what to do with the 
unrationed variety. 
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Planned picture stories, say the 
authors of a Harpers Magazine ar- 
ticle, tend to take on a quality of 
unreality. Maybe that’s what's 
wrong with the movies. 

Copy Cus. 


_DOG FOOD FACTS _ 


IF YOU LOVE YOUR DOG 
Read These Facts! 
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Scrence Reveals 
Amazing Facts About 
Your Dog's Eating Habits 
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Cleanup of Copy 


In its Chicago newspaper campaign for 
Ideal dog food, Wilson & Co. is doing 
an educational job to sell consumers on 
the nutritional value of the new types 
of dog food resulting from war restric- 
tions, and on proper methods of feeding, 
thus contributing to the public welfare 
by aiding conservation of limited meat 
supplies for human consumption. 


Wilson Teaches 
Dog Food Lesson 


in Ideal Campaign 


Right Feeding Methods 
Save Meat for Master, 
Consumers Told 


Chicago, July 1.—The dog food 
industry, confronted by more prob- 
lems of production under wartime 
conditions than any other group of 
manufacturers, has displayed such 
determination and ingenuity that 
it has not only held most of its 
prewar market, but is making an 
important contribution to the na- 
tional welfare through the conser- 
vation of food needed for human 
sustenance. 

By scientific study of available 
materials and packages, and by re- 
building its own machinery for new 
processing requirements, leading 
manufacturers of dog food are now 
offering a product which is not only 
well adapted to keeping dogs in 
good physical condition, but is mak- 
ing it unnecessary to divert to them 
a part of the limited meat supply 
now being rationed to the popula- 
tion. 

All of this calls for fundamental 
study of animal nutrition and 
proper feeding methods, and Wilson 
& Co., manufacturer of Ideal dog 
food, has assumed a leading role in 
the important task of educating the 
public to proper methods of dog 
feeding, emphasizing the physiolog- 
ical characteristics of the canine 
population in order to assure the 
best possible use of the available 
foods. 

In newspaper advertising running 
from 400 lines to full pages, the 
company has started a 13-week 

(Continued on Page 39) 
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by Media Groups 
Urged by LaRoche 


Time for Action Is 
Here, He Says; Tells 
Ad Council Plans 


New York, June 29.—A stirring 
call for the immediate development 
of an effective and realistic system 
of self-regulation of advertising, 
with media as the focal point, was 
voiced here this 
afternoon by 
Chester J. La- 
Roche, chairman @@ 
of the War Ad- @ 
vertising Council, 
in a talk before 
the conference on 
war activities of 
the Advertising 
Federation of 


Declaring that 
it might be worth 
while to have a 
“yearly inven- 
tory” of the criti- 


C. J. LaRoche 


cisms of advertising, and take care- 


ful stock of the business, Mr. 
LaRoche deplored the tendency to 
talk about the faults of advertising 
but to do little about them, and 
asserted that yesterday’s talk by 
C. B. Larrabee, Printers’ Ink Pub- 
lishing Company, was an excellent 
talk whick. pointed out “what most 
of us know and believe, and that 
is that there is too much vulgarity, 
shading or absolute disregard for 
the truth in this business. . . 

“T have heard 4,000 speeches on 
this subject,” he continued. “Will 
this speech, like the others, go 
unheeded? Will everybody nod 
agreement and then do nothing? 


Immediate Action Vital 


“We can’t go on without taking 
action. The Reader’s Digest this 
month announces it is going to pub- 
lish the various cases that have gone 
before the Federal Trade Commis- 
sion concerning the charges against 
various advertisers. These will be 
read by millions, including the 
teachers and the enemies of adver- 
tising. They will think that these 
cases are typical of all advertising, 


Blows of Congress 


‘Advertising Age’ 
Editorial Helps Save 
Essential Division 
Washington, D. C., July 2.—The 


domestic branch of the Office of 
War Information, shorn of its field 


offices, its motion picture and 
graphics divisions, its budget 
trimmed from a Budget Bureau 


estimate of $8,800,000 to $2,750,000, 
late this afternoon anxiously waited 
for the House to take final action on 
the compromise agreement. 

In comparatively good _ shape, 
however, were the two divisions of 
the domestic branch which are in 
close contact with advertising, the 
Office of Program Coordination and 
the Domestic Radio Bureau. The 
Office of Program Coordination was 
allotted $200,000, instead of $248,000 
which had been sought for it. 

An amendment offered by Senator 
Joseph C. O'Mahoney, Wyoming 
Democrat, would have raised OWI’s 
domestic budget to $5,500,000 and 
would have prevented the earmark- 
ing of funds, so that the divisions 
could have been paréd at the dis- 
cretion of the agency. 


How Senate Acted 
The action of the Senate was con- 
trolled ely by the two desires: 


one, to restore essential parts of the 
budget for domestic information op- 
erations, obviously necessary in 
wartime, and to act more wisely 
than did the infuriated House when 
it jammed through its amendment 
abolishing OWI’s domestic branch; 
second, the Senate wanted to make 
sure that any and all propaganda 
outlets in OWI were corked. 

The Senate was subject to the 
full influence of a variety of opin- 


(Continued on Page 40) 
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Hesse Named Advertising, 


pet 
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Last Minute News Flashes 


New York, July 2.—S. D. Hesse has been appointed director of adver- 
tising and sales promotion for the entire Schenley organization, and 
Julian F. Rosenbaum, vice-president of Stagg-Finch Distillers Corpora- 
tion, has been named sales manager of Stagg-Finch. 
becomes general sales manager of Schenley Distributors, following the 
recent resignation of John L. Leban (AA, June 21). 


F. W. Fitch Takes Half-Hour on Blue 

Des Moines, July 2.—F. W. Fitch Company has signed for the 9-9:30 
p.m., EWT spot on the Blue Network, effective Sept. 8, 
gram using the complete Blue Network of 150 stations. 
Company, Des Moines, is the agency. 


Cusack Appointed New NBC Art Director 
New York, July 2.—With appointment of Parmelee W. Cusack as art 


Sales Promotion Head 


AFA Hits Grade Labels, 
Asks New Basic Radio Law 


OWI ‘Advertising’ 
Unit Evades Lethal 


Barton and Dawson to 
Head Group; Cowles, 
Maxon on Board 


(Other news of the AFA wartime 
conference appears on Pages 4, 8, 
14, 16, 22 and 23 of this issue.) 


By S. R. BERNSTEIN 


New York, June 30.—The Adver- 
tising Federation of America ended 
a special three-day wartime confer- 
ence here today by electing two 
prominent agency heads — Bruce 
Barton and Joe 
M. Dawson — as 
its chairman and 
president, and by 
adopting strongly 
worded _ resolu- 
tions urging Con- 
gress to write a 
new Federal 
Communications 
Act; reaffirming 
its faith in de- 
scriptive labeling 
and its “unquali- 
fied condemna- 
tion” of enforced 
government 
grading; and pledging itself to a 
continuation of the fight to prevent 
“every misuse of advertising.” | 

Mr. Barton, president of Batten, 
Barton, Durstine & Osborn, will 
serve as chairman of the Federa- 
tion’s board during the coming. year, 
succeeding Elon 
G. Borton, adver- 
tising manager of 
LaSalle Exten- 
sion University, 
Chicago, who 
will continue as 
a director. Mr. 
Dawson, presi- 
dent of Tracy- 
Locke - Dawson, 
™ New York and 
| Dallas agency, 
will serveas 
president, suc- 


Bruce Barton 


J. M. Dawson ceeding James A. 
Welch, vice-pres- 
ident, Crowell-Collier Publishing 


Company, New York, who also con- 
tinues as a director. 

Other new directors elected were 
Gardner Cowles Jr., Des Moines 
publishing and radio executive, who 
has just resigned as director of 
domestic operations of the Office of 
War Information, and Lou R. 
Maxon, Detroit agency head, who 
is currently deputy director of the 


D. F. McLaughlin 


for a new pro- 
L. W. Ramsey 


| director of NBC’s advertising and promotion department, the reorganiza- 


| nounced today. 


anniversary of Bastille Day. 
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ition is complete, Charles B. Brown, director of the department, an- 
Mr. Cusack formerly held similar positions with the 
Blaker Advertising Agency and the Elizabeth Arden Sales Corporation. 


General Foods to Purchase Ray-Maling Company 


New York, July 2.—General Foods Corporation has signed a contract 
to purchase Ray-Maling Company, Inc., according to E. T. Gibson, vice- 
| president of General Foods in charge of Birds Eye frosted foods. 
| Maling packs canned and quick-frozen fruits and vegetables, with 
headquarters at Hillsboro, Ore., and Yakima, Wash., and has been a sub- 
stantial packer of Birds Eye frosted foods for several years. 


French Line Resumes Campaign in Magazines 

New York, July 2.—For the first time since the fall of France in 1940, 
the French Line will resume advertising with a four-coler page in Time 
July 12, close to July 14 when the Free French will celebrate the 145th 


It is the first copy in a campaign confined 
to magazines and handled by N. W. Ayer & Son. 


Ray- 


Office of Price Administration. 
Clara H. Zillessen, Philadelphia 
Electric Company, and Robert S. 
Peare, General Electric Company, 


were reelected secretary and treas- 
|urer, respectively. 
Other Executives Elected 

Forbes McKay, Progressive 
Farmer - Ruralist Company, Bir- 
mingham, was elected chairman of 
the council on advertising clubs, 
and reelected a vice - president of 
the AFA, as was Willard D. Egolf, 
National Association of Broadcast- 
ers, Washington, D. C. Paul A. 
Kelly, Capital Finance Corporation, 
Columbus, O., was also named an 
AFA vice-president by the council 
on advertising clubs, succeeding a 
fellow citizen of Columbus, Howard 
C. Minnich, Ohio Fuel Gas Com- 
pany. The women’s advertising 
council held no official election, and 
Beatrice Adams, Gardner Adver- 
tising Company, St. Louis, will con- 
tinue as AFA vice-president repre- 
senting this group until a successor 
is elected. 

The resolutions adopted by the 
AFA commended advertisers for the 
part they have played in the war 
effort, and called particular atten- 
tion to the impressive display of 
war advertising shown at the con- 
vention, in which more than 60 
prominent national advertisers were 
represented. 
| The resolution dealing with the 
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policing of advertising deplored the 
fact that advertising’s contribution 
to the war “has been to some extent 
vitiated by the advertising of a few 
irresponsible advertisers which re- 
flects bad taste, vulgarity and will- 
ful perversion of legitimate war- 
time themes,” and declared that the 
AFA would continue to fight such 
misuse of advertising. 


Other Media Jeopardized 


The resolution dealing with the 
radio situation declared that the 
AFA “notes with profound concern 
the recent supreme judicial inter- 
pretation that the Communications 
Act not only confers upon the Fed- 
eral Communications Commission 
the power to supervise the traffic 
in radio broadcasting but also ‘puts 
upon the Commission the burden of 
determining the composition of that 
traffic.” Declaring that the impli- 
cations of this interpretation go far 
beyond the field of radio, this reso- 
lution continued: 

“Freedom of the press, and, in 
fact, freedom of all forms of com- 
munications are apparently placed 
in jeopardy. All advertising media 
and the content of advertising itself 
could be embraced in this line of 
reasoning. 

“We respectfully urge the mem- 
bers of Congress to weigh the need 
for new legislation to clarify and 
make secure the freedom of com- 
munications against the possibility 
of capricious regulation.” 

Most outspoken of the resolutions 


was that dealing with grade label- 
ing. It said: 

“The Advertising Federation of 
America reaffirms its belief in de- 
scriptive labeling of consumer prod- 
ucts which honestly informs the 
prospective buyer regarding the 
product offered for sale. Misleading 
labeling, when it occurs, is just as 
reprehensible as misleading adver- 
tising and either practice soon de- 
feats itself. 

“With equal emphasis the Feder- 
ation renews its unqualified con- 
demnation of proposals to require 
the use of government assigned 
grades on many articles of mer- 
chandise. The Federation believes 
that this old proposal now renewed 
under the guise of wartime require- 
ments has been unfairly presented 
and is badly misunderstood by the 
consumers who would be most 
harmed by it. 


Cites Disadvantages 


“Contrary to the claims made for 
it by its proponents, mandatory 
grade labeling actually would regi- 
ment consumer buying habits; kill 
the incentive to produce ever better 
quality products at lower prices; 
destroy the consumer’s freedom of 
choice; and restrict the natural 
American trend toward ever higher 
standards of living. 

“The Advertising Federation of 
America urges the widest possible 
spread of information concerning 
this subject, which is so important 


to the welfare of every individual 
in the United States.” 

-It ig@ainderstood that the AFA 
will itself take the lead in spreading 
this information by addressing 
copies of these resolutions to all 
members of Congress, to leading 
government officials, and to adver- 
tising and business organizations 
throughout the country. 

Col. Willard T. Chevalier, pub- 
lisher of Business Week, who was 
program chairman for the meeting, 
sounded the keynote at the opening 
session Monday with a talk in which 
he pointed out that one of the real 
“secret weapons” of the war has 
been advertising’s ability to spread 
production “know how” from plant 
to plant and from industry to indus- 
try, thus aiding materially in solving 
production problems, and at the 
same time aiding in the home-front 
fight by spreading news of ration- 
ing, conservation of materials, and 
other essential information. 

“Advertising today has more than 
a message to carry,’ Col. Chevalier 
said, “it has a mission to fulfill. It 
originated in the economic activi- 
ties of the people. But now it has 
become a universal channel of com- 
munication open to their every 
interest. In time of peace, it appeals 
to their individual desires and aspi- 
rations. War transforms it into a 
powerful instrument of education 
and community action for the com- 
mon good. 

“The problems of restored peace 
and revived prosperity will be no 


@ Another Metal Progress service to 
the Metalengineer is this complete 
directory to sources of metals, equip- 


ment and supplies. 


@ Keyed to the definite requirements 
of 16,972 Metalengineers, this Where- 
To-Buy section is complete because 
it is open to all manufacturers serving 
the metal industry, advertiser or non- 


advertiser. 


@ Twice each year this buyers’ refer- 


ence is brought up to date and pub- 
lished as Section II of Metal Progress. 
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HELPFUL 


(If you would like copies of the July 
section — drop us a line.) 
This is the kind of helpfulness that 


makes for reader preference — that 


has made Metal Progress the No. I 
Choice of the Metalengineer. 

e Consider Metal Progress for your 
own advertising to the metal produc- 
ing and fabricating industries — it 
will deliver that extra push with the 


largest metal engineering market, at 


the lowest advertising cost. 
Progress, 7301 Euclid Avenue, Cleve- 
land 3, Ohio. 


Metal 


| prices and wages, and that there is 


| Mayon, OPA deputy administrator, | 


| view, Mr. Maxon released that por- 
| tion of his talk in which he took a 


AFA LUNCHEON SESSION GROUPS 


At an AFA luncheon are, left to right: Col. Willard Chevalier, Business Week, 

keynoter of the convention; Elon G. Borton, La Salle Extension University, Chi- 

cago, and retiring chairman of the AFA; Rep. Charles A. Halleck of Indiana, 

author of the House resolution to investigate government handling of trademarks, 

brand names and newsprint supplies; and Bruce Barton, Batten, Barton, Durstine 
& Osborn, new chairman of the AFA. 


One head table group at an AFA session included, left to right, Harry H. Caswell, 

W. F. Young, Inc., Springfield, Mass., AFA director; Willard D. Egolf, National 

Association of Broadcasters, Washington, D. C.; Lou R. Maxon, deputy OPA 

administrator; and James A. Welch, Crowell-Collier Publishing Co., retiring AFA 
president. 


less worth while, no less exacting, 
than those of war. Advertising can 
help us tackle them with the same 
vigor and enthusiasm that now has 
brought victory within our reach. 

“To rekindle the faith of a free 
people in their own freedom, to 
provide a channel, recognized and 
respected by all, through which to 
exchange their conceptions of the 
common good, to maintain a clear- 
ing house by which free men can 
exchange their services on a basis 
of merit in a competitive forum, to 
hold before every American a vision 
of new ideas and new things 
whereby to enrich his life and the 
life of the nation—here, it seems 
to me, is a mission that should chal- 
lenge American advertising in the 
postwar world.” 

A severe indictment of that por- 
tion of advertising which is in bad 
taste, or wasteful, or false or mis- 
leading, was voiced by C. B. Larra- 
bee, president, Printers’ Ink Pub- 
lishing Company, who declared that 
such bad advertising harms all 
advertising and prevents good ad- 


vertising from fulfilling all its 
potentials. 

Problem for Individuals 
A grass-roots crusade against 


such advertising, with each adver- 
tising man his own vigilante, not 
only keeping a watchful eye on his 
own advertising, but on all adver- 
tising, was urged as one method of 
achieving results. Mr. Larrabee 
suggested that, in the case of na- 
tional advertising, admen first make 
sure that their own copy does not 
offend, and then take upon them- 
selves the continuing task of letting 
both the sponsors of, and the media 
carrying offending advertising, know 
that they do not like it. 

Declaring that local differences 
make an iron-bound program for 
cleaning up advertising more or less 
useless, Mr. Larrabee declared that 
“the important thing is that you do 
something—and do it soon. . . Let 
us not sleep comfortably of nights 
so long as any advertisers continue 
to go their obtuse, cheap, cynical 
way. Let us not let up until every 
advertiser who threatens the good 
of our business, who misuses adver- 
tising, who does not make his adver- 
tising live up to its great potentiali- 
ties, has seen the error of his 
course.” 

Rep. Charles Halleck of Indiana, 
member of the Boren committee 
which is investigating the govern- 
ment attitude toward trademarks 
and brand names, and Lou R.| 


wound up the opening session with 
talks which were completely off the | 
record. In a subsequent press inter-| 


strong stand in favor of subsidies 
at the processor level. He declared 
that in his opinion, subsidies are} 
vital now to prevent a spiral in 


no telling how long price levels can 
be kept under control if such sub- 
sidies are not permitted. 


“Best Possible Solution” 


“IT do not like subsidies any better 
than any one else does,” he said. 
“I merely tell you, in all serious- 
ness, that they seem to me the best 
possible solution now. If anyone 
has developed a better plan or a 
better idea for holding prices down, 
I wish he would make it known.” 

The Monday dinner was com- 
pletely devoted to the military, a 
talk by Capt. Leland P. Lovette, 
director ef public relations for the 
Navy, which is reported elsewhere 
in this issue, highlighting this por- 
tion of the program. Lt. John D. 
Stamm, U.S.N., who recently re- 
turned from Russia, discussed the 
prolific use of posters in that coun- 
try, and showed slides of a collec- 
tion of 50 or so current Russian 
— which he brought back with 

im. 

Other speakers were J. B. Powell, 
famous editor of the China Weekly 
Review, Shanghai, who received a 
tremendous ovation from the dele- 
gates, and Brig. Gen. David N. W. 
Grant, air surgeon of the Army air 
forces. 


Commentators Starred 


A special Tuesday luncheon fea- 
tured three commentators on the 
war and the American scene—Maj. 
George Fielding Eliot, military 
analyst of the New York Herald 
Tribune; Max Hill, former head of 
the Associated Press Tokio office; 
and George Sokolsky, New York 

(Continued on Page 37) 


Help win the war by talking less but better 
— in your printed matter! 
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Two years for a 
Spring fashions feature beetroot 


red. In three months, women make the 
color commonplace... But the necktie 
manufacturer knows that twenty-four 
months must elapse before men will 
wear the new shade... Two years 
for a new color in a necktie! How 
long for a new color in the mind?... 


Yet in this day of so much change, 
neither the country nor citizens can 
tolerate the old time lag for new ideas. 
In quick acceptance and adaption lies 
the salvation of both citizen and state. 

Month after month, in the service of 
the nation, this one magazine shines as 
a showcase for important new ideas... 


in politics and policies, in war and 
TH 


color... 
common welfare, in science and in the 
spirit. And year after year, its audience 
—and influence—has expanded among 
Americans of intelligence and integrity, 
people who give a damn... people 


who know their stake in this country 


and its future, who make prime outlets 


for opinion as well as products. 
All good advertising sells an idea, 
new or old . . . sells best where it meets 
an audience accustomed and receptive 
to ideas . . . which is why, perhaps, more 
and more advertisers recognize this 
magazine as Number One among major 
media... See any current issue. 
The Crowell-Collier Publishing Company, 
250 Park Avenue, New York City. 


Americal 


MAGAZINE 


“INSIDE BOMBED GERMANY” . . . neutral observers report morale breaking . . . Ruhr cities in ruins 


+ ++ hordes homeless... Germans currying favor with French workers... in the AUGUST issue, oul now... 
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Basic Radio Law 
Must Be Revised, 
AB Head Insists 


New York, June 30.—A strong 
plea for the adoption of a new 
basic radio law which would limit 
the power of the Federal Communi- 
cations Commission so as to main- 
tain freedom of the air editorially, 
was voiced here today at a meeting 
of the sales managers’ division of 
the National Association of Broad- 
casters by Neville Miller, NAB 
president. 

Declaring that the language of the 
Supreme Court decision in the re- 
cent case in which it upheld FCC’s 
power to promulgate the so-called 
anti-monopoly rules “means that 
the Commission has control of pro- 
grams,” Mr. Miller insisted that the 
entire structure of free press and 
free speech will be in jeopardy so 
long as the present communications 
act remains on the statute books. 

“What is the net result of this 
decision?” he asked. “It is this: The 
FCC can tell broadcasters what 
must be broadcast, whether it be 
news, public discussion, political 
specches, music, drama or other en- 
tertainment. The Commission can 
likewise enforce its edicts of what 


Lou R. Maxon, deputy OPA director, 

and Paul S. Willis, president, Grocery 

Manufacturers of America, meet at the 
AFA convention. 


may not be broadcast in any of 
these fields. 


Has Unlimited Power 


“The Commission can regulate 
the business arrangements by which 
broadcasters operate and direct the 
management of each individual ra- 
dio station. It can issue or deny 
licenses based upon business affilia- 
tions. 

“What may we expect? Will the 
FCC in the near future issue some 
rules regarding program content? 
Certainly not. It does not need to. 
The mere fact that the FCC has this 
unlimited power gives it complete 
and effective control without the 
need of issuing any rules... 

“Chairman Fly has asserted that 
he does not believe the decision of 


the Supreme Court has given the 
FCC the broad power as alleged by 
the NAB, and if it has, he does not 
intend to use it. I hope he is right 
and that he will not use it if he has 
it, but the next chairman will not 
be controlled by Mr. Fly’s declara- 
tion. So long as the words I have 
read to you remain in the reports 
unreversed, they are a_ serious 
threat to the freedom of radio. . 

“The answer is legislation to limit 
the power of the FCC and not leg- 
islation to set aside the network 
rules—they have gone into effect 
and time alone will tell whether 
they are wise or not. It is this grant 
of power which concerns us.” 


Outlines Program 


Mr. Miller outlined the NAB’s 
legislative program, as follows: 

1. An amendment limiting the 
FCC’s jurisdiction to technical reg- 
ulation in conformity with the de- 
cision in the Sanders case as decided 
by the Supreme Court some years 
ago. 

2. Changes in FCC procedure, 
particularly to provide for the use 
of declaratory judgments, so that a 
station may request a ruling on any 
commission action and appeal this 
ruling to a court for review, if de- 
sired. 

The White-Wheeler bill embody- 
ing these and other provisions was 
introduced in the Senate March 2 
of this year, and hearings on it will 
be begun in September, Mr. Miller 
said. “It is possible to secure these 


GREAT BUYING POWER 


reflects 


A GREAT MARKET! 


21st in population 


BUT — 


12th in buying power 


Among all cities in the 250,000 
to 500,000 population group in the 
entire United States, Toledo ranks 
2lst in population— but 12th in 
Effective Buying Income. 
means Toledoans have money to 
spend— more money than other 


cities of its size and 


Effective buying Income per capita 


— it ranks 10th. 


This 


The great 
Toledo and its rich surrounding 
agricultural area comprise Ohio’s 


DOUBLE-VALUE market. Lucas | 


In 


larger. 
County 


m,< 
VALUE 


MARKET 


'y (TOLEDO) 
counties in Ohio in per capita 
effective buying income. 


BLE 


industrial city of 


tops all 


Toledo has been a “High-Spot City” every month for two years. Retail sales 
in 1942 amounted to $200,450,000 ranking Toledo 18th among 


cities in its group. 
of Ohio’s retail sales. 


4.19% of Ohio’s population—5.93% 
Covered thoroughly by 


Ohio’s 2nd Largest Evening Newspaper. 


(Source: Sales Management ) 


TOLEDO BLADE 


One of America’s Great Newspapers 
REPRESENTED BY PAUL BLOCK AND ASSOCIATES 


GROUP AT AFA 


In the usual order are: Eric Zimmerman, Greensburg, Pa., secretary, International 
Affiliation of Sales and Advertising Clubs; Clara Zillessen, Philadelphia Electric 
Co., secretary of the AFA; Herbert E. Fisk, Outdoor Advertising Association of 
America, AFA director; Merrill C. Meigs, vice-president, Hearst Corp., Chicago, 
and AFA director; and Richard E. Berlin, general manager, Hearst Magazines. 


Left to right: Mabel G. Flanley, Institute of Public Relations, New York, AFA 

director; C. B. Larrabee, president, Printers’ Ink Publishing Co.; Paul S. Willis, 

president, Grocery Manufacturers of America; Beatrice Adams, Gardner Adver- 

tising Co., St. Louis, retiring AFA vice-president; and Charles C. Johnson Jr., 
Stafford Lowden Co., Fort Worth, AFA director. 


needed amendments if we can only 
bring the need for them to the con- 
sciousness of the American people, 
and it is highly important that this 
be done,” he added. 


Congress Pressed by War 


Asked whether he thought Con- 
gress could be expected to pass leg- 
islation of this kind, Mr. Miller said 
he thought it could, but that the dis- 
position to put off action because of 
the many demands of the war had 
to be overcome. 

Fred Kenkle, vice-president, C. E. 
Hooper, Inc., showed the group a 
number of slides tracing nighttime 
listening habits during the war, em- 
phasizing that there is a clear rela- 
tionship between the availability of 
gasoline and the potential evening 
radio audience. If more severe gas- 
oline rationing is extended through- 
out the country, he said, available 
listening audiences will undoubt- 
edly reach peak figures this year, 
and may even largely iron out the 
summer slump which has been a 
yearly phenomenon. 

Mr. Kenkle also pointed out that 
ratings for individual programs are 
not only refiected by the size of the 
available audience, but also by the 
amount of competitive fare of simi- 
lar caliber which is on the air at 
the same time. Since the summer 
of 1941, he said, the number of 
weekly hours of sponsored network 
programs has been at its highest 
level, with the result that it becomes 
increasingly difficult for any single 
program to achieve record listener 
index figures. 


J. W. Loveton Forms 
His Own Agency 

John W. Loveton, until recently 
with Foote, Cone & Belding, where 
he worked on the RCA, Cities Serv- 
ice and American Tobacco accounts, 
has established his own agency, 
John W. Loveton, Inc., at 475 Fifth 
Ave. The agency will emphasize 
postwar merchandising and cater 
particularly to packaged products 
which can be developed now for 
peacetime sale, Mr. Loveton said. 
The “in-between” type of accounts, 
in terms of expenditures, will be 
concentrated on. 

At Foote, Cone & Belding, Mr. 
Loveton, in addition to other duties, 
was in charge of all Lucky Strike 
radio. He was also with Ruthrauff 
& Ryan for five years where he 
worked on Spry, Ironized yeast, 
Florida citrus and Dodge Motor 
accounts, and for a period was on 
the staff of Benton & Bowles. 


Point of Purchase 
Institute Elects 


Ralph W. Thomas, vice-president, 
Forbes Lithograph Mfg. Company, 
Boston, has been elected president 
of the Point of Purchase Advertis- 
ing Institute, New York. 

Directors of the organization 
elected Lloyd L. Grisamore, general 
manager, Arvey Corporation, Chi- 
cago, as vice-president. George L. 
Rose, president, Mounting & Finish- 
ing Company, Brooklyn, was re- 
named secretary-treasurer. 


Republic Aviation 


Drive to Feature 
P-47 Thunderbolt 


New York, July 1. — Republic 
Aviation Corporation, Farmingdale, 
L. I., has appointed Newell-Emmett 
Company to direct an extensive ad- 
vertising campaign featuring the 
company’s P-47 Thunderbolt fighter 
plane. 

Full pages will be used in a se- 
lected list of magazines and avia- 
tion publications, with initial inser- 
tions appearing in fall issues. Copy 
will point out the high degree of 
engineering skill and precision 
workmanship in production of the 
Thunderbolts, with special empha- 
sis on high altitude, high speed per- 
formance. 

The campaign will be further 
augmented with a new quarterly 
external house organ, printed in full 
color, which will be sent to key 
men in the aviation industries. 


W. A. Yoell Joins Y&R 


William A. Yoell has resigned as 
promotion director of Parade Pub- 
lication, Inc., New York, to join 
Young & Rubicam’s market re- 
search staff. Before joining Parade, 
Mr. Yoell was director of research 
for M&M Ltd. and was at one time 
associated with the Hearst maga- 
zines. 


Joins Copy Department 
Paul H. Kerr Jr. has joined the 
copy department of Geare-Marston, 
Inc., Philadelphia agency. He was 
formerly with James G. Lamb Com- 
pany. 


ling Women While - 
They’re Young 


Published by GIRL SCOUTS 
55 E. 44th St., New York 


Member of 
THE YOUTH GROUP 
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ADVERTISING AGE 


even the sticks are 
big-town on Sunday 


Ox small-town newsstands, you see piles of big-city 
newspapers .. . wanted, bought and read by people hundreds 
of miles from the point of publication. 

Sunday papers spread because there are relatively so few 
of them—only one to every four dailies published. So on 
Sunday, most American families adopt a big-city Sunday 
newspaper .. . and often not the nearest at hand. 

To the local advertiser, this outside Sunday circulation is 
usually of little value. But when Sunday papers are bought 
in combination, they afford the best circulation and coverage 


that the national advertiser can buy! 


Mi errorotiran Group includes forty leading Sunday 
newspapers—with a total of 14,500,000 circulation. No other 
single medium... nor the average network program or 
average magazine list . . . offers access to so many families at 
once! Metropolitan Group’s concentration of circulation is 
found in no other medium . .. reaches more than 50% of 
the families in 450 cities; more than 20° of the families in 
820 cities—all better than 10,000 population. 

In the over-10,000 cities, Metropolitan Group circulation 
exceeds all four leading weeklies, and pars the four largest 
of the women’s magazines combined . . . delivers enough 
circulation in hundreds of major markets to make advertising 


immediately effective, immediately resultful. 


Adnp for the national advertiser, Metropolitan Group 
has a preferred position, in one of the two best read Sunday 
newspaper sections—the comics. The readership is whole- 
family (75° adult, virtually all children); regular, routine, 
habitual, every Sunday throughout the year. The appeal is 
universal, includes all age groups and income brackets, both 
sexes. The habit starts in infancy, and holds to the grave. 

No other medium offers a higher assurance of advertising 
reception. No other medium can offer a better audience. 

Four colors and a big space unit permit poster display, 
full copy. The cost is low—even compared with top-rated 
radio programs. One piece of copy, one order and one bill 
puts your advertising before half of the best buying families 


in the country, any Sunday ... Investigate now—the most 


{ magnificent advertising opportunity of our times! 
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Sunday Comic Section Advertising in: Baltimore Sun * Boston Globe * Chicago Tribune * Cleveland Plain Dealer * Detroit News * New York News * 
Pittsburgh Press * St. Louis Globe-Democrat * Washington Star ¢* Des Moines Register ¢ Milwaukee Journal * 


Cincinnati Enquirer * Columbus Dispatch * Dallas News * New Orleans Times-Picayune * Omaha World-Herald + 
Springfield Union & Republican * Syracuse Post Standard * METRO PACIFIC: Fresno Bee + Long Beach Press-Telegram  * 
Oregon Journal * Sacramento Bee * San Diego Union . San Francisco Chronicle * Seattle Times +¢ Spokane Spokesman-Review . 
+ DETROIT 
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% M e ft rO 2 ol ita n G ro U Pp «the first national newspaper network 


Philadelphia Inquirer 
Minneapolis Tribune * St. Paul Pioneer Press 
ALTERNATES: Boston Herald * Detroit Free Press * New York Herald Tribune * St. Louis Post-Dispatch * Washington Post * OPTIONAL ADDITIONS: Buffalo Courier-Express 
Providence Journal * Rochester Democrat & Chronicle 
Los Angeles Times ¢ Oakland Tribune 
Tacoma News Tribune 


: New Center Building + SAN FRANCISCO: 155 Montgomery Street 
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ADVERTISING AGE 


July 5, 1943 


WPB Takes Full 
Control Over All 
Wood Pulp Use 


Washington, D. C., June 30.—The 
War Production Board this week 
took control over the use of all 
wood pulp, and will henceforth con- 
trol all deliveries to paper and 
paperboard manufacturers. 

As predicted in ADVERTISING AGE 
last week, this control is tantamount 
to putting the material on the con- 
trolled materials allocation plan. 
The first allocations of pulp will be 
made for the month of August. Be- 
fore July 19, when the WPB’s wood 
pulp allocation committee meets, 
mills are supposed to have filed re- 
ports on their proposed use of pulp. 

The new controls signalized the 
WPB’s entrance into a new field of 
restriction; the agency had previ- 
ously controlled only deliveries of 
pulp and its acceptance by consum- 
ers. 

In explaining the order, WPB 
noted that “by withholding alloca- 
tions of the scarcer wood pulp 
grades it will be possible to en- 
courage manufacturers of paper and 
paper products to use pulps and 
other fibrous materials which are 


in relatively greater supply, such as 
ground wood and waste or re- 
claimed paper, thus conserving the 
scarcer grades of wood pulp.” 

At the same time, foreshadowing 
of further cuts in paper supplies ap- 
peared. WPB’s newspaper advisory 
committee has recommended a 5% 
cut in consumption based on a slid- 
ing scale of use (ADVERTISING AGE, 
June 21). It was reliably reported 
that, in addition to this cut, some 
sort of further reduction would be 
found necessary in the fourth quar- 
ter of the year. 


CANADIAN NEWSPRINT 
TO U. S. CUT 13% 


Montreal, June 29.—Guy E. Hoult, 
newsprint administrator of the War- 
time Prices and Trade Board, has 
ordered Canadian newsprint manu- 
facturers to make at least a 13% 
cut on orders from U. S. newspapers 
publishers for July delivery. 

This action is being taken to bring 
deliveries on orders totaling 240,000 
tons into line with the limit of 
— tons a month which Canada 

has undertaken to supply the U. S. 
during the third quarter of the year. 
Mr. Hoult informed Canadian news- 
print producers that the War Pro- 
duction Board of the U. S., which 
has assumed control over use of all 
grades of wood pulp, is working on 
a plan of newsprint distribution 
which is expected to result in the 
U. S. ordering no more than the 
210,000 tons which Canada has 


agreed to supply each month 
through the third quarter of 1943. 

Orders received from U. S. cus- 
tomers for the month of July, not 
affected by the proposed plan, total 
approximately 240,000 tons, Mr. 
Hoult reported. “I have discussed 
with WPB officials and with my 
advisory committee on production, 
the best method of taking care of 
the situation for the month of July,” 
said Mr. Hoult, adding that “accord- 
ingly, I am permitting shipments of 
210,000 tons in direct ratio to orders 
received from U. S. customers for 
the month of July. This will make 
necessary a reduction of 13%.” 

Mr. Hoult explained that this 
reduction cannot be applied uni- 
formly because of inability to make 
this percentage cut on small orders 
in view of carloading requirements. 
When necessary to fill small orders 
completely, other orders will have 
to be reduced to a greater extent 
than 13%, so that the total reduc- 
tion will amount to the over-all ton- 
nage indicated on operation instruc- 
tions sent each producer. 


Appoints Grafton Manager 


William D. Grafton, formerly 
with Time’s advertising staff in De- 
troit, and for the past year with 
Life in San Francisco and New 
York, has been appointed manager 
of the new advertising office opened 
by Life at 530 W. Sixth street, Los 
Angeles. 


Only Sixteen Cities in 
: the entire United States 


have a larger population 
- than Detroit's INCREASE 


. ‘in n population since 1940! fe 


MPOSSIBLE? 


counted noses. 


panding . . 
all kinds. 


ent in Detroit. 


bring vour data 


Detroit metropolitan area as a market 


increase in advertising rates. 


No! True. 


a 3 shift... 24 hour production machine turning out more than a 
million dollars worth of war materials every hour, and the men 
and women who make these munitions earn a gross total of ap- 
proximately $50,000,000 every week. Yes .. 
The town is growing bigger every day, and so is 
the circulation of its only morning newspaper. 
Press circulation increased 60,633 copies per day or 20.6% which 
lines up with Detroit's 20.9% 


up to date. 


. things are differ- 


population increase. 
If you plan to advertise in Detroit 
We will be glad to give you the 
NEW FACTS about Detroit and its advertising opportunities. 


Che Detroit Free Press 


STORY, BROOKS & FINLEY, Inc., Nat'l Representatives 


Only sixteen cities in Amer- 
ica have more population than Detroit's INCREASE in popu- 
lation since 1940 . . . 500,000 more people since Uncle Sam 
This gives you some idea of the magnitude of the 
. how rapidly it is ex- 
. and how insatiable must be its appetite for goods of 
Remember too that Detroit works round-the-clock . . 


Since 1940, Free 


And NO 


The Week in Washington 


Grade Labeling 
Spurned by Senate; 
Expect Paper Cut 


Washington, D. C., July 1.—Over- 
shadowing all else this week was 
the fight in Congress over the con- 
tinuance of the domestic branch of 
the Office of War Information. Pe- 
culiarly enough, it came when the 
need for coordinating information 
was pitifully apparent, as the Pres- 
ident dictated sharp replies to a de- 
parting Chester Davis and as Board 
of Economic Warfare Chairman 
Henry A. Wallace emphatically de- 
clared that RFC Chairman Jesse 
Jones had been inept in his han- 
dling of strategic materials stock 
piles. 

This week OWI drew the merited 
support of the fields and media it 
serves, and prominent executives 
from those fields testified to its effi- 
cacy before the Senate appropria- 
tions committee. ADVERTISING AGE 
sponsored advertisements in Wash- 
ington papers, reprinting its June 28 
editorial calling upon Congress to 
oe the domestic branch of 


* * t% 


The War Advertising Council dis- 
closed that on July 14 its “A war 
message in every ad” campaign will 
break, with a national radio pro- 
gram featuring executives of busi- 
ness and government. The program 
will be heard at a series of business 
luncheons at which corporation 
presidents and advertising man- 
agers will be present. It signalizes 
a movement which the Council 
hopes will “change the complexion 
of American advertising.” 

* & * 


The Civil Aeronautics Board did 
not hold its scheduled hearing for 
the Chicago and Southern Air Lines 
case (AA, March 8), because the 
airline had requested a continuance. 

* * co 


Washington radio observers were 
trying to puzzle out the curious case 
of Federal Communications Com- 
missioner George Henry Payne, 
whose term expired June 30. Presi- 
dent Roosevelt sent his renomina- 
tion to the Senate on June 30, in- 
explicably withdrew it a day later. 
Payne has been one of the adminis- 
tration’s supporters on the Commis- 
sion; he was one of the original 
commissioners serving on the board 
when the present communications 
act was passed in 1934. 

K a * 


The Senate passed an appropria- 
tion for the Office of Price Admin- 
istration, and reaffirmed a House 
ban on grade labeling and standard- 
ization of products. Senate and 
House conferees finally settled on 
$155,000,000 for this agency, $25,- 
000,000 more than the House ap- 
proved last week, but still $22,000,- 
000 below the budget estimate. 
They also eliminated provisions pre- 
venting use of OPA funds for sub- 
sidy purposes. 

* * * 


The Office of Price Administra- 
tion’s campaigns section was ready 


to launch a huge new campaign, 
centering on a home-front pledge 
which housewives will be expected 
to sign. The pledge binds the house- 
wife to observing ceiling prices, 
paying in ration stamps for rationed 
goods, watching for price violations 
by retailers. 
+ * * 

The paper situation continued to 
be precarious. WPB showed every 
sign of adopting the recommenda- 
tions of its newspaper advisory com- 
mittee and scheduling a 5% slash in 
newsprint consumption during the 
third quarter. Pulp was placed on 
the controlled list. Orders affecting 
catalogs and manuals, house organs 
and greeting cards, were in the 
works. 


‘Journal’ Annual 
Sub Now Costlier 
Than Single Copies 


Philadelphia, July 1.—For the 
second time in 17 months, Curtis 
Publishing Company has raised the 
subscription price of Ladies’ Home 
Journal, effective with the July 
issue. 

Oddly enough, the Journal now 
costs more on a subscription basis 
at the new price of $2 per year than 
on a per copy basis, since the news- 
stand price remains at 15 cents. At 
the new price of 15 cents, circula- 
tion soared for the first three 
months of 1943 with an average 
circulation of 4,275,000 copies per 
issue, compared with 3,971,000 for 
the last full year at 10 cents per 
copy (AA, April 19). 

Lower Costs Expected 


The advance in Journal subscrip- 
tion rates was predicated on the 
theory that costs will be lowered in 
dealing with renewals and expir- 
ations by converting subscribers 
into long-term buyers and that peo- 
ple are willing to pay more for the 
magazine. 

Since demand for the Journal ex- 
ceeds supply, Curtis feels that a 
subscription may be looked upon as 
a franchise or guarantee that the 
reader will get her copy and that 
consequently she should be agree- 
able to paying more. Another fac- 
tor is the paper shortage. April 15 
the company reported that circula- 
tion will be controlled at 4,000,000. 
With the tightening paper outlook, 
Curtis may have to cut circulation, 
and the new subscription rate may 
be a factor. 


Package Machinery 
Uses Informative Copy 


Package Machinery Company, 
Springfield, Mass., is using full page 
advertisements ia trade publications 
to inform customers that it is geared 
to assist them in obtaining wrap- 
ping machines. Copy points out 
that the company’s wrapping ma- 
chine procurement service, which 
lists names of owners, model num- 
bers and the kind of wrapping the 
machines can produce, “will en- 
deavor to put you in touch with 
a manufacturer who can sell or 
lease you a used machine of the 
right type,” and that the company, 
now retooling for additional war 
work, can build “a certain number 
of new machines without interfer- 
ing with our armament work.” 

John O. Powers Company, New 
York, handles the account. 
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HILE many national advertisers and their agencies a:c using the Market Data 

Book as a basis for their postwar planning, the more immediate war-time prob- 
lems of merchandising and distribution, especially of rationed and other scarce com- 
modities, are likewise being solved successfully through the same means. 


For example, a study of population distribution is vitally necessary in these days to 
make sure that all markets are equitably served. As A. C. Nielsen and other market- 
ing authorities point out, there are plenty of marketing problems left even when there 
are no immediate sales problems. 


Campbell Soup Company is typical of companies with national distribution which are 
confronted with the task of making their products available to consumers on a fair 
and reasonable basis. 


As R. M. Budd, assistant advertising manager of this great company, says, “With the 
rationing of canned goods and the distribution of ration books on a population basis, 
the factor of population alone takes on added importance in the development of our 
marketing plans. 


“It is true, too, that shifts in population lend significance to the very latest authorita- 
tive data on those market areas which are experiencing a mushroom growth. 


“We have put to good use some of the up-to-date information in the 1943 edition of 
the Market Data Book regarding markets and market areas.” 


There are more than twenty specific as- 
signments given the Market Data Book 
by the national advertisers and agencies 
which use it regularly for reliable in- 
formation on their marketing and ad- 
vertising problems. One of them has 
to do with the selection of media, and 
that is why the factual information filed 
in the Market Data Book by all classi- 
fications of media, national and local, 
is of such great value. Be sure to make 
use of it when you refer to the Market 
Data Book for facts and figures on mar- 
kets and media. 


Published by the publishers of 
ADVERTISING AGE and INDUSTRIAL MARKETING 


TheMarket Data Book 


NS MG. 


Media Data Filed in 
the M. D. B. 


For factual reference data on these lead- 
ing media, consult the Market Data Book 


Advertising Distributors of America 
American Press Association 


Atlanta Daily World 


Battle Creek Enquirer and News 
Boston Post 
Bridgeport Post-Telegram 


Chicago Bee 

Chicago Defender 
Chicago Herald-American 
Chicago Sun 

Chicago ‘Tribune 
Cincinnati Enquirer 
Cleveland Call and Post 
Columbus Dispatch 


Dayton Daily News 
Detroit Free Press 
Detroit Times 


Fall River Herald News 
Federated Publications, Inc. 
Florida Times-Union 

Fort Worth Star-Telegram 
Free & Peters, Inc. 


Good Housekeeping 
Grand Rapids Herald 


Hospital Management 
Houston Chronicle 
Houston Informer 


Institutions 
Interstate United Newspapers 


Kansas City Call 
Kansas City Star 

KIRO 

KMA 

Knoxville News Sentinel 
KOMA-KTUL 

KROW 

KSD 

KTUL-KVOO 


Lafayette Journal and Courier 
Lansing State Journal 

Don Lee Network 

Los Angeles Herald-Express 
Louisville Courier-Journal 


Louisville Defender 


Michigan Chronicle 


National Broadcasting Company 
National Transitads 

New Bedford Standard-Times 
New Haven Register 


Norfolk Journal and Guide 


Omaha World-Herald 
Oregonian, The 


Pictorial Review 
Pittsburgh Courier 
Providence Journal-Bulletin 
Prairie Farmer 


St. Louis Globe-Democrat 
Schenectady Gazette 


This Week 
Toledo Blade 
Troy Record 


WABY 
WAVE 
WCAO 
WCKY 
WDAY 
WDB) 
WENR 
WFBL 
WGR 
WHAM 
WHIO 
WHO 
WHP 
WIBW 
WIS 
WITH 
WKBW 
WKZO 
WLS 
WMAQ 
WMBD 
WMC 
WOKO 
wow 
WPTF 


Wright-Sonovox, Inc. 


WROL 
Yankee Network 


PF li all 
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330 W. 42nd ST., NEW YORK @ 


100 E. OHIO ST., CHICAGO 
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Local Clubs Gird 
for Added Effort 
on War Campaigns 


Devote Full Day 
to Discussion of 


How They Can Help 


New York, June 29.—Major em- 
phasis on the war-effort activities 
of member advertising clubs marked 
the full-day conference of club offi- 
cers held here today in conjunction 
with the wartime conference of the 
Advertising Federation of America. 

Instead of discussing internal 
problems of local advertising clubs, 
as has been the custom in the past, 
delegates devoted their entire atten- 
tion to the place of advertising clubs 
in the war-effort activities of their 
communities, and the annual 
awards for advertising club 
achievement were also distributed 
on the basis of the war activities 
carried on by the clubs. 

The Advertising Association of 
Houston took first award in the 
competition for clubs in cities of 
300,000 or over, the famous ‘“Hous- 
ton plan” under which a special 


| commmittce of the club collects and 
|administers an over-all advertising 
|fund for all types of war effort, 
|gaining the award for this city. 


| 


Columbus Runner-up 


A modified version of this same 
plan won second place in the divi- 
sion for the Advertising Club of 
Columbus, O., Chamber of Com- 
merce, winner of first award last 
year and the year before. 

The Advertising and Selling Club 
of Peoria, Ill, won first honors 
among cities of less than 300,000 for 
the third consecutive year, with the 
Springfield, Mass., Advertising Club 
taking second honors. In addition, 
a special citation went to the 
Women’s Advertising Club of Los 
Angeles for a Waves and Spars re- 
cruiting campaign. Each performed 
extraordinary efforts on the war- 
effort front, and Allan T. Preyer, 
executive vice-president of Vick 
Chemical Company, chairman of 
the AFA war advertising commit- 
tee, asserted in presenting the 
awards that all entries submitted 
showed exceptional merit, making 
the choice of winners an extremely 
difficult one. 

All of the clubs submitting en- 
tries participated in elaborate and 
active programs designed to aid the 
war effort, promoting the sale of 
bonds, salvage campaigns, recruit- 
ing, USO, Red Cross, and many sim- 
ilar drives. 

Mr. Preyer added, that while co- 
ordination of war effort activities 


by local clubs had not been handled 
with all the dispatch and prompt- 
ness which he would like to see, the 
AFA war activities committee had 
now completed arrangements with 
the War Advertising Council and 
Washington officials so that more 
and better help will be made avail- 
able to local clubs during the com- 
ing year. 

Representatives of each of the 
winning clubs described the work 
of his organization in detail at the 
club activities session, and the 
morning session wound up with a 
report by Eric Zimmerman, secre- 
tary of the International Affiliation 
of Sales and Advertising Clubs and 
vice-chairman of the joint war ad- 
vertising committee of the Affilia- 
tion and the RFA, detailing the war 
activities of the 17 member clubs of 
the Affiliation. 


Local Plans Under Way 


Mr. Zimmerman reported that the 
Affiliation has already taken steps 
to implement plans for the opera- 
tion of local-level campaigns in cit- 
ies within its territory where no 
local advertising club exists, with 
newspaper, radio and business men 
being brought together to form a 
local unit which can centralize lo- 
cal war activities, publicity and 
promotion. 

“We strongly urge the projection 
of local war advertising committees 
even beyond the confines of the ad- 
vertising club,’ Mr. Zimmerman 
said, maintaining that the ideal lo- 


The Moore the merrier... 


Carl Moore’s infectious good nature had sold cash 


registers...peddled canned goods. 


music...and made things lively 


WEEI thought he deserved a larger audience and 
that the WEEI audience deserved him. So they 
signed him up, put him on at 7:00 A.M. He clicked. 
He went on again at 8:30 in the morning with a 


new show—the “Coffee Club.” On it Carl and 


..plugged sheet 


in a creamery. 


Company ad lib merrily along for twenty-five min- 


utes... music, chatter, song, nonsense — without 


rules and practically without script. 


. 
i 


Today, the Coffee Club’s early-morning insani- 


ties have become an indispensable start of the 
New England day. So much so, that all through 
WEEI-land, one-third of all listening families 


tunes to the program—and family 


tells No. 2 and No. 3 about what Carl said this 
morning. (Which is a good reason why you should 


ask now about participating sponsorships. They 


are available. ) 


Carl Moore’s humor spread bev 


No. 1 probably 


my ee aa 


cond New Eng- BBS Oa 


coast-to-coast three times a week. 


bia’s Friendly Voice in Boston. 


Columbia's Friendly Voice in 
BOSTON + 590 Ke 


| 


Once again a WEEI program’s success story 
5 > d 


Represented by Radio Sales, the SPOT Broadcasting Division of CBS 


| headquarters, 


WINNERS OF CLUB ACTIVITIES AWARD 


‘ Bp ed 
' ee % 
‘ { 3 . “a 
fe; . 


Oe 


Gathered at this table at an AFA luncheon are, left to right, George S. McMillan 

and Eric Haase, Association of National Advertisers, and three representatives of 

the Houston Advertising Association, which won the major award for war activities 

among advertising clubs: Robert W. Dundas, Foley Bros., chairman of the club's 

war activities committee; Dale C. Rogers Jr., Rogers-Gano Advertising Agency, 

president of the club; and W. R. Laughlin, Sears, Roebuck & Co., vice-chairman 
of the war activities committee. 


Left to right: Mrs. Julia Kiene, Westinghouse Electric & Mfg. Co., and winner 
of the 1942 Josephine Snapp Award; Howard Minnich, Ohio Fuel Gas. Co., Co- 
lumbus, retiring AFA vice-president, whose club won second honors among larger 
cities in the club activities competition; Karen Fladoes, Peoples Gas Light & Coke 


Co., Chicago, retiring president of the 
and Ray Maxwell, Missouri 


Women's Advertising Club of Chicago; 
Pacific Lines, AFA director. 


cal condition exists when all local 
interests are tied together in a hor- 
izontal organization which can co- 
ordinate the activities of every type 
of local group interested in war 
work. He also urged the establish- 
ment of a central agency to funnel 
campaign information from all war 
agencies to local committees. 


Outline Eight-Point Program 


At the afternoon session Chester 
J. LaRoche, chairman of the War 
Advertising Council, reported on 
the work of his organization and 
revealed that plans have now been 
developed for providing greater as- 
sistance to local organizations. These 
include production of a _ portfolio 
dealing with local war-effort adver- 
tising, which will shortly be made 
available. 
pear elsewhere in this issue. 

An eight-point program for adver- 
tising cooperation to help increase 
war production some 40% by the 
end of 1943 was outlined by Her- 
man Wolf, assistant to the chief of 
staff of the war production drive 
WPB, who declared 
that labor-management committee 
teamwork was “setting the pattern 


ifor the new America” which would 


emerge after the war. 

T. K. Quinn, president of Maxon, 
Inc., newly-appointed head of 
WPB’s war production drive, has 
set an immediate goal of 5,000 func- 


‘tioning labor-management commit- 


tees, he said. There are about 2,000 
now. 


Poster Values Stressed 
Mr. Wolf devoted much of his at- 


land. CBS put him on the network once, to fill a |tention to plant posters and their 


= 2 ie = ail 
morning spot. Again, he clicked. And now the lgeneral posters are of value, the| 


“Coffee Club” is fed to the complete CBS network | fpr oe on 
ee Club’'is fed to the complete CBS network 'those which refer specifically to the| Where, he said, because of the huge 
| increase in population caused by 


importance, stressing that while 


most important and effective are 
problems and activities of the plant 
in which they are used. 


The session wound up with a talk} 
underscores the WEEI station success story...the | by Paul H. Bolton, former campaign 


director of the Office of Defense 


story of why WEEL has, for so long, been Colum- | Transportation, and founder of the 


war-effort activities work of the 
International Affiliation, who re- 
ported on the importance of local- 
effort assistance and emphasized 
that government officials welcome 
such assistance with open arms. 


Details of his talk ap-| 


L. A. Publishers 
Ask 5-Day Option 
on All Insertions 


Los Angeles, July 1.—Faced with 
the twin problems of additional 
newsprint restrictions and steadily 
mounting circulations, publishers of 
the three standard-size Los Angeles 
newspapers—the Examiner, Herald- 
Express and Times — this week 
urged national advertisers, through 
a letter to advertising agencies, to 


provide five consecutive optional 
insertion dates on all _ insertion 
orders. 


This procedure, the letter, signed 
by D. D. Durr as chairman of the 
Los Angeles Newspaper Publishers 
| Association, said, would avoid the 
}expense and delay of wiring for 
permission to change insertion dates, 
| although it emphasized that in every 
'case the publishers would attempt 
to meet the first insertion date 
specified in the order. 


Aid to Publisher 


“The most important feature of 
the plan,” Mr. Durr said, “is that 
it will enable publishers to stay 
within their newsprint quotas by 
| permitting them to contract or ex- 
foe their editions to fit the cir- 
cumstances. In many instances just 
|one additional large size advertise- 
/ment might necessitate increasing a 
| single day’s issue by two pages to 
accommodate the advertisement, 
with a consequent consumption of 
an extra page and a half of news- 
print.” 

The situation 
j}acute in Los 


is probably more 
Angeles than else- 


expanding war industries. 


Starts New Campaign 

Scholastic Publications is insti- 
tuting a cooperative advertising 
campaign to tie in with the Youth 
Group’s current series on the im- 
portance and value of the youth 
market. Swertfager & Hixon, New 
York, is the agency. 
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First 25 Morning Newspapers 
in the United States 


NEWSPAPER ESTABLISHED AGE 


NEW YORK NEWS 1919 24 YEARS 
BS cnicaco TRIBUNE 1847 96" 
: oe YORK MIRROR 1924 19" 
PHILADELPHIA INQUIRER 1829 114” 
S_NEW YORK TIMES 1851 92” 
BOSTON POST 1831 112” 
DETROIT FREE PRESS 1831 112" 


KANSAS CITY TIMES 1901 42” 
9 eS nen YORK HERALD-TRIBUNE 1841 102. ” 
10 _2 chico sun 1941 18 MONTHS 

pa 1813 130 YEARS 

12_ ee st. LOUIS GLOBE-DEMOCRAT 1852 91 ” 
13 ZS 10s ANGELES TIMES 1881 62” 
14_ 2 10s ANGELES EXAMINER 1903 40 =” 
15 _ SS Psoei RECORD 1870 73” | a : 


‘coeur ws MOrning newspaper @ 


= ~*~ in the United States! 


BALTIMORE SUN 1837 106” 


PORTLAND OREGONIAN 1850 93 ” e 
NEW ORLEANS TIMES-PICAYUNE 1837 106 ” 
ATLANTA CONSTITUTION 1868 75” What other newspaper ever came 


MEMPHIS COMMERCIAL APPEAL 1840 103 ” 


Based on ABC circulation figures 
for period ending March 31, 1943 


THE BRANHAM COMPANY, National 
Representatives: Atlanta, Charlotte, 
Chicago, Dallas, Detroit, Kansas City, 
Los Angeles, Memphis, New York, 
St. Louis, San Francisco, Seattle. wun 
lj J é 


so far — so fast — so solidly? 
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Newspapers, Radio 
Cited for Aid in 
Flag Campaign 


Washington, D. C., June 30.—The 
newspapers and the radio of the 
United States were lauded here this 
week by the U. S. Flag Association, 
and the association’s Cross of Honor 
was presented to both industries for 
their work during the recent Flag 
Week war bond campaign. 

Walter D. Fuller, president of 
Curtis Publishing Company and 
executive chairman of the Flag 
Association National Council, pre- 
sented the crosses to Linwood I. 
Noyes, publisher of the Globe, Iron- 
wood, Mich., and president of the 
American Newspaper Publishers 
Association, and to Neville Miller, 
presidert of the National Associa- 
tion of Broadcasters. 


Praises Press and Radio 


In presenting the asssociation’s 
highest decoration, Mr. Fuller 
praised the independence of press 
and radio, and remarked that their 


work has resulted in unifying the 
American people. “Without our free 
press and radio,” he noted, “we in 
America would have been as dis- 
united and apathetic as Hitler once 
thought we were.” 


Thayer to ‘Tide’; 
Groomes to New York 


E. F. Thayer, eastern advertising 
manager of ADVERTISING AGE, has 
resigned, effective July 15, to be- 
come publisher of Tide, succeeding 
David Frederick, who is entering 
government service. Mr. Thayer 
has also been advertising manager 
of Industrial Marketing for the past 
six years. 

Charles B. Groomes, advertising 
director of ADVERTISING AGE, is mov- 
ing his headquarters from Chicago 
to New York, and will supervise 
advertising activities there, in addi- 
tion to his other duties. 

Maurice Lunn, formerly on the 
advertising staffs of the Columbus 
Dispatch and other newspapers, and 
formerly publisher of Oriental Rug 
Magazine, has been appointed east- 
ern advertising manager of Indus- 
trial Marketing. 


Council, OWI to 
Air War Ads’ Role 
on NBC Hookup 


Washington, D. C., June 30.— 
Business leaders in communities 
throughout the country will gather 
on July 14 to hear a broadcast by 
important government officials on 
the role that advertising can play in 
bringing essential war information 
to the home front, the War Adver- 
tising Council announced today. 
The program, arranged with the co- 
operation of the OWI, will originate 
in Washington and will be aired 
over an NBC network at 1:30 p.m., 
EWT. 

Participants in the program will 
include Donald Nelson, chairman, 
WPB, Marvin Jones, newly ap- 
pointed War Food Administrator, 
and Elmer Davis, director, OWI. 
Chester J. LaRoche, chairman of 


the War Advertising Council, will 
also be heard. 

The broadcast will be one of the 
highlights of an intensive campaign 
launched recently by the War Ad- 
vertising Council, which has as its 
objective the conversion of at least 
one-third of all advertising to war 
themes. Keynote of the drive is the 
slogan, “A War Message in Every 
Ad.” 

Commenting on the Council cam- 
paign, Mr. Nelson said today: “It is 
hardly necessary for me to tell you 
that if this project can be brought 
about, it will be of enormous help 
to us in government. 


Cooperation Needed 


“No plans which can be devised 
can be successful without the sym- 
pathetic cooperation of the Amer- 
ican people. The publication by 
advertisers of consistent, coordi- 
nated war messages will certainly 
help us greatly in our efforts to 
speed understanding and action. I 
sincerely hope the business men and 
advertising men of the nation will 
find it possible to cooperate to get 
this important job done.” 

Mr. Jones expressed the opinion 


IT’S THE WORLD'S WACKIEST PROGRAM 


(but how it puts over those spots!) 


Toss a circus side show, a jitterbug carnival and some Dead- 
End kids into a radio studio, and there you have a reason- 
ably exact facsimile of WGAR’s popular new program, the 
“Friendly Open House."’ 


Wayne Mack is master of ceremonies and has cooked up a 
super-duper method of making live and transcribed com- 
mercials a part of the entertainment, introducing them with 
drama, song, double talk or what-have-you. 


Sherlock Holmes or Napoleon may introduce your an- 
nouncement. Or perhaps Mr. Argus who lives in the attic of 
‘Open House”’ (rap thrice on the water pipe for me, please) 
may do the honors. The only certainty is that listeners listen! 


Adding to the fun, frivolity and hilarity are Maestro Wal- 
berg Brown and the Clevelandaires, the songs of Reg Merri- 
dew, and the piano team of Pildner and Wilson—all of whom 


Cin person, ladies and gentlemen) help set the stage for your 
advertising message. 


First choice in Cleveland for many spot buyers, this new 
radio show that packs a selling punch already has been ex- 
panded (now 4:45 to 5:30 P.M. weekdays). Even so, there'll 
soon be another waiting list. That's why right now is a dandy 
time to come on over to the ‘Friendly Open House."’ 


BASIC STATION... 


COLUMBIA 


BROADCASTING 
G. A. Richards, President... John F. Patt, Vice President and General Manager 


Edword Petry & Company, Inc. 
National Representative 


SYSTEM 


that “it is of the utmost importance 
that every American be informed of 
the wartime facts about food. All 
our thinking on the subject starts 
with the fact that only through, the 
cooperation of the people can the 
wartime food program succeed. 

“I am therefore much interested 
to hear that the War Advertising 
Council is launching a drive for “A 
War Message in Every Ad.” If the 
power and weight of advertising 
can be thrown behind the job of 
securing a better understanding of 
government programs, such as the 
one with which I am specially con- 
cerned, I am convinced that we will 
be well on the way toward full co- 
operation on the home front. 

“I appreciate the help the Coun- 
cil has given us thus far and wish 
you success in your drive.” 

To acquaint station executives 
with detailed plans for the July 14 
broadcast and to explain the strat- 
egy of the Council’s “War Message 
in Every Ad” campaign, NBC has 
arranged for a closed-circuit hookup 
on July 6. Speakers will be Frank 
Mullen, vice-president and general 
manager of NBC, and Mr. LaRoche. 

Leading trade associations as well 
as newspapers, magazines, outdoor 
plants and radio stations are co- 
operating with the Council in bring- 
ing the July 14 program to the at- 
tention of business men. 


Hooper Lists Top 
Daytime Shows 


The June Daytime “National” 
Hooper Ratings Report shows Portia 
Faces Life in first place among the 
“Top 10” weekday programs, with 
Stella Dallas second and Helen 
Trent third. 

Others in order of popularity are: 
Kate Smith Speaks, When a Girl 
Marries, Big Sister, Young Widder 
Brown, Our Gal Sunday, Ma Per- 
kins and Life Can Be Beautiful. 


Wanamaker Adds Two 


Duane Wanamaker Advertising, 
Chicago, has been appointed to 
handle the account of Colonial 
Kolonite Company, Chicago, fabri- 
cator of Mycalex, and Continental 
Electric Company, Geneva, IIL, 
manufacturer of electronic tubes. 
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After the War 


Markets with a FUTURE © 


Te POSTWAR 
MOLINE - ROCK ISLAND 


(ILLINOIS) 


rine 


MARKET 
Aas 


is set for further expansion the mo- 
ment VICTORY becomes a reality. 
Our many long established factories 
will furnish jobs aplenty for our work- 
ers as JOHN DEERE, INTERNA- 
TIONAL HARVESTER, J. I. CASE 
and many others serve the infinite 


needs of global convalescence. 


One Space Order 
“ARGUS-DISPATCH”™ 
blankets this market 


National Representatives 
The Allen-Klapp Co. 
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ADVERTISING AGE 


THIS IS THE STORY of how a radio show converted to war. 


Until early 1942, the program “We, the People” was a 
cross section of American life in peacetime. 


Its stars were not actors; most often they were not even 


prominent. They were real people, little people, typical of 
the rank and file of America. 


Their common bond was that each had had some unusual 
experience; and this program was a meeting place where 


they could get together to tell each other and the country of 
those experiences. 


In such a program, the executives of the Gulf Oil Corpo- 
ration saw a perfect pattern to help the war effort. 


So they converted “We, the People” to a meeting place 
where Americans at war—from workers and fighters to 
leaders of Government— could strengthen the morale of 
other Americans, increase understanding of Government 
policies, and point by example and precept to the conduct 
for all to practice. 


Thus, the Director of OPA spoke on “We, the People” 
to clarify price ceilings and rationing; and a housewife from 
England told of conditions that made our rationing seem 
like abundance. 


One of our former Ambassadors used “We, the People,” 
on two occasions, to awaken the public to the nature of the 


In a War Bond rally at Cedar Rapids, the Secretary of the 
Treasury appeared on “We, the People.” Acting as Master 


AIDS THE WAR 


of Ceremonies, the Secretary introduced a cast of unknown 


people who, nevertheless, proved to be shining examples 
for all Americans to emulate. 


The Captain of the Yorktown told his story on “We, the 
People.” So did a Russian girl sniper. So did the wife of the 
Chinese Ambassador. So did the mother of the five Sullivan 


Colonel V, the British underground voice to conquered 
Europe, appeared on “We, the People”’ to tell his story. So 
did a farmer who lost his son at Pearl Harbor. So did the 
Boy Scouts of Tellico Plains, Tennessee, who dived into an 
icy river time after time to salvage 40 tons of sunken metal. 


“We, the People,” of course, has also done the jobs that 
all radio has done—helped get recruits, supported all salvage 
drives, broadcast for farm workers, etc. 


But by far, the greater contribution of “We, the People” 
are the inspiring morale-building personal experiences, per- 
sonally told. With them, this program brings the war to the 
people, and the people to the war. 


YOUNG & RUBICAM, INC. 


advertising 
NEW YORK - CHICAGO - DETROIT - SAN FRANCISCO 


HOLLYWOOD - MONTREAL - TORONTO 
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Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
Trade Mark Registered in U. S. Patent Office 
Entire Contents Copyright, 1948, by Adwertising Publications, Inc. 
ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


July 5, 1943 


MEMO TO COPYWRITERS 


Information 
for — 
Advertisers 


The following documents may be 


a Publication Office, 100 E. Ohio Sf., Chicago, 1!...................... Tel. Del. 1337 secured pelea 4 — — 
New York Office, 330 W. 42nd St., New York, 18................. Tel. BRyant 9-6432 ee Ban ae 4 a nomena 
Washington Editorial Office, 1226 National Press Bldg.............. Tel. REpublic 7659 : 


advertiser or advertising agency 
executive writing on his business 
letterhead. 


G. D. CRAIN, JR., President and Publisher 
S. R. BERNSTEIN, Vice-President. O.L. BRUNS, Vice-President. 


Editorial Department 

S. R. BERNSTEIN, Editor 
WARREN L. BASSETT, Executive Editor; JOHN B. MILLER, Managing Editor; JOHN 
CRICHTON, Washington Editor; MURRAY E. CRAIN, FRANK HICKS, RALPH O. 
McGRAW, E. C. HALL. STEPHEN BOOKE and IRVING GENATT, Associate Editors 

Correspondents in All Principal Cities 
Advertising Department 
Charles B. Groomes, Advertising Director 

NEW YORK: E. F. Thayer, Eastern Advertising Manager; Carl Doty, Eric Tomsett. 
CHICAGO: O. L. Bruns, Western Advertising Manager; J. F. Johnson. SAN FRAN- 


E. KEBBY, Secretary 


No. 2192. Class of 743. 

The Daily News, Bangor, Me., has 
issued this booklet, which reports 
the newspaper’s circulation growth 
from the first quarter of 1939 to the 
first quarter of 1943, with market 
data on the seven-county Bangor 
trading area and a reproduction of 
the paper’s rate card. 


CISCO (4): Simpson-Reilly, Ltd.. Russ Bldg.. Max Hunter, Manager. 


LOS AN- 


GELES (14): Simpson-Reilly, Ltd., Garfield Bldg., Walter S. Reilly, Manager. 


MEMBER 
Audit Bureau of Circulations, Associated Business Papers, Inc., National Publishers 
Asseciation, Advertising Federation of America. 
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10 Cents a Copy, $2 a year 


Prejudging FTC Complaints 


Reader’s Digest, which seems de- 
termined to be a crusader, prefer- 
ably in the advertising field, has 
started a new series of articles in 
which, according to editorial an- 
nouncement, it will publish “reports 
on Federal Trade Commission pro- 
ceedings against the manufacturers 
of ... nationally advertised prod- 
ucts.” The initial article in the July 
issue attacks cigaret advertising on 


the basis of pending FTC com- 
plaints. 
ADVERTISING AGE holds no brief 


for cigaret advertising or any other 
kind of advertising which misrepre- 
sents facts or misleads consumers 
into thinking they are getting more 
than the product can actually de- 
liver. Sut we believe the Digest is 
unfair tc its large audience of in- 
telligent readers in attempting to 
prejudge the outcome of FTC com- 
plaints, and to point the finger of 
ridicule and condemnation at the 
many legitimate advertisers who 
are constantly the victims of legal- 
istic hair-splitting by FTC. 

“Lifting the Cigaret Ad Smoke 
Screen” is the title of the initial 
blast, and the content is the material 
in initial complaints filed by the 
commission. The defense offered by 
the advertisers is dismissed in a 
paragraph. The actions are still 
pending, and we think it is grossly 
unfair for Reader’s Digest, which 
indirectly is the beneficiary of ad- 
vertising through the use of edi- 
torial material made possible by ad- 
vertising expenditures, to attempt to 


Pprejudge these and other cases 


which may come before the com-| 


mission. 


Advertising is not perfect, but 


illic resentment 


even the Reader’s Digest italicizes 
its comment that national advertis- 
ing generally has greatly improved 
in recent years, both in ethical re- 
sponsibility, and in self-restraint. It 
is our own opinion, with which the 
FTC would not agree, that this has 
come about not because hundreds of 
readers of advertisements and radio 
continuities in FTC offices are en- 
deavoring to earn their pay by find- 
ing deviations from absolute truth 
in the statements of advertisers, but 
because the idea of self-regulation 
has been accepted by advertisers, 
agencies and media and is being 
applied through intelligent study of 
advertising claims in the light of 
fair dealing with consumers and 
competitors. 

Reader’s Digest recorded a co- 
lossal flop in its campaign against 
“radio plug uglies,” but apparently 
now hopes to arouse public opinion 
against national advertisers who 
run afoul of FTC rules and regula- 
tions. We would like to suggest 
that its crusade be guided first by 
final decisions, following hearings 
and ultimate court action, and sec- 
ond by a consideration of actual 
damage to consumers through exag- 
gerations such as those found in 
cigaret advertising. We are con- 
fident that there is little or nothing 
on which to base criticism from the 
latter standpoint. 

While advertising has a house- 
cleaning job to do—and is under- 
taking to do it—it is discouraging 
to find such an outstanding bene- 
ficiary of advertising as Reader’s 
Digest campaigning to build up pub- 
against advertisers 
and advertised products. 


But It Comes Out Here 


The popular song hit of a few 
years ago said that the music goes 
*round and ‘round and it comes out 
here. The great weakness of cur- 
rent governmental price policies is 
that the application of controls at 
one point, without consideration of 
its effect on the whole complex op- 
eration of production and distribu- 
tion, usually results 
and loss when the final 
considered. 

An excellent example is offered 
in the annual report of Booth Fish- 


confusion 


outcome is 


eries Corporation, which theoretic- | 


ally is in an excellent position to 
contribute substantially to the na- 
tional food supply by increasing the 
production of fresh and frozen fish. 
Yet the company reports a decline 


of inventories to a record low, and | 


predicts continued declines in pro- 


—Office of War Information 


“Put on a shade that will go with axle grease.” 


Ad-libbing 


Sleeping Beauty 
To your Ad-libber, who has been 


head when she quoted as a particu- 
larly horrible example the wording 
having the most difficult of times of the sign that greets New Yorkers 
trying to sleep in the midst of an constantly from the doors of all the 
18-day heat wave, this four-color | Commercial establishments in the 
Englander page is both a pain in the | city. The sign says: “Tilumination 
neck and an inspiration. It’s a pain|!S required to be extinguished be- 
in the neck to discover that beauties| fore these premises are closed to 
can sleep peacefully, calmly, rest-|>usiness.” According to the good 
fully, heat or no heat, while hack|4ean, the sign might better have 
typewriter punchers must spend | Said, “Put out your lights before 
|closing the store.” 

If this is an example of the kind 
|of idiocy which is sometimes said 
|to afflict our professional fraternity, 
let’s have more of it. 


Zip Sales Skyrocket 

With silk hosiery virtually unob- 
tainable and nylons rapidly disap- 
pearing from counters, women are 
either going bare-legged or applying 
leg makeup in preference to wear- 
ing heavy rayon or cotton stockings. 

Which brings us to Jordeau of 
New Jersey, distributor of Madame 
Berthe Zip depilatories. With mil- 
lions of women buying cosmetic 
stockings, Jordeau reports Zip brand 
|sales greatest in the company’s 30- 
| year distribution of Madame Berthe 
products. No, Zip is not a leg make- 
up, it’s a depilatory for removal of 
hair and fuzz from legs—which 
cannot take a smooth, even appli- 
half the night rubbing and wiping|cation of any leg makeup unless 
and mopping with a turkish towel.|shorn of this hair and fuzz. 
But the advertisement is an inspira- But just leave it to the ladies, 
tion as well; and if time and the | they’ll get it off with Zip or without 
elements permit, we shall put its| Zip, even if they have to pluck each 
lesson to the test this very night.| hair with a tweezer one by one, or 
We have been sleeping sans com-|use hubby’s razor. 
forter, sans sheet, and even sans | 
pajamas. This has obviously been | Jottings 
a serious mistake, like trying to cool | The Army gave a bouquet to a 
off by drinking cold drinks. Tonight| Boston pickle factory for doing a 
we shall strip the mattress from the | nice conversion job. Seems that the 
bed, and like the beauteous lady in| pickle plant is “pickling” 


wanverovs wew ENGLANDER somsceercer marrness 
born of fine family  Amarvon's Mas! Luxunows Marttres: 


EnGLARBER 


= 


now 


|the Englander ad, lay it carefully | bombs with acid in vats which once 


| 
across our 


duction. Why? The frozen fish 
situation offers a typical explana- | 
tion. 

“Frozen and processed fish are 


under price ceilings,” R. P. Fletcher 
Jr., president of the company, says. 
“Fresh fish is not. The result is that 
we have to pay more for fresh fish 
to freeze or process than we can sell 
the finished product at under 
price limits.” 

Simple, isn’t it? As long as OPA 
policies are based on consideration 
of one item alone, and are not re- 
lated to production, processing and 
distribution as a whole, we shall 
find the food situation getting pro- 
gressively worse. 


the | 


torso. Then we shall | held succulent cucumbers. . . 
sleep in unequalled luxury, in deep,/ Marshall Field & Co., Chicago de- 
restful, delicious calm. |partment store, adopts a _ breezy 
If the roof should fall while we way of telling its many customers 
loll luxuriously in the arms of Mor-| they won’t be able to shop Satur- 
pheus, it will bother us not at all.|days during July and most of Au- 
Our fine non-stretch mattress, gust. “7 Saturdays off ... Whee!” 
placed over us instead of under us, | is the headline of seven-column 
will provide ample protection from | newspaper ads generously illus- 
falling plaster. ‘trated with pictures of employes 
: making good use of their time off 
The Great Gildersleeve —Victory gardening and farming, 
Our specially developed inde-| water sports, raising chickens, sell- 
structible orchid goes this week to| ing war bonds, and Red Cross, OCD 
Dean Virginia Gildersleeve of Bar-| and USO activities. . . 
nard College, who inveighed against; In the public notices column of 
language which confuses the public | the New York Herald Tribune, 
and insisted that what this country|appeared the following: “Please 
needs is not a good five-cent cigar,|somebody sell me electric alarm 
but more people who can use Eng-j|clock. I’m ear pounding advertis- 
lish that is “simple and to the/|ing writer (feminine), in danger 
point.” |losing job through tardiness. M. G. 
Dean Gildersleeve hit the nail | CIrcle 6-0200.” The ’phone is that 


right smack in the middle of its|of N. W. Ayer & Son... 


Sonovox, 


musical instrument into words. 
the 


No. 2193. Picture User’s War Cata- 
logue. 

The Bettmann Archive has issued 
this new booklet containing more 
than 30 reproductions of war sub- 
jects. It describes a wide variety 


of historical prints on subjects such 


as war production, shipbuilding, 
rise of air power, pictorial biogra- 
phies of American heroes and 
women’s work in wartime. 


No. 2194. 
aldry. 
Clubs, associations or schools in 
need of help on the choice of colors 
for a crest, seal or insigne can find 
it in this folder, which is the 12th 
in the color facts series issued by 
Eagle Printing Ink Company, divi- 
sion of General Printing Ink Cor- 
poration. The traditional symbolism 
of colors and rules for their use are 
illustrated. 


No. 2195. I’ll Be Seein’ of You. 


Station WEEI reports, in this 
brochure, on the popularity of the 
Farmer’s Almanac, early morning 
program conducted by Jesse Buf- 
fum, CBS agricultural director in 
New England. A mail response 
map showing primary and _ sec- 
ondary areas is included, with a 
description of the program and its 
success. 


No. 2196. 
tion. 
A complete breakdown of circu- 
lation is tabulated in this booklet 
issued by La Patrie, Montreal. In 
addition to a detailed alphabetical 
listing by provinces and towns, it 
shows La Patrie weekend circula- 
tion and coverage of French fam- 
ilies in towns of 2,500 to 10,000, and 
10,000 to 25,000 population, as well 
as the per cent of coverage of the 
total French population. 


No. 2121. Performance 
KDKA. 


Station KDKA has issued this 
booklet, which contains a series of 
coverage maps picturing the indi- 
vidual results of nine specific radio 
offers made at different times of day 
with several different types of pro- 
grams. 


No. 2142. It Just Grows and Grows. 

The Star Weekly, Toronto, has 
issued this circulation analysis by 
provinces, major city markets, and 
in cities of 10,000 to 25,000, showing 
total families, English families, cir- 
culation and per cent of coverage of 
English-speaking families in the 
Dominion. 


No. 2177. “‘Your Neighbor Lady.” 
Station WNAX has issued this 
folder describing “Your Neighbor 


The Traditions of Her- 


Distribution of Circula- 


Maps by 


Lady,” women’s participating pro- 
gram, directed by Wynn Hubler. 
Successes are recounted, and rates 


for participation are given. 


No. 2111. The Story of the Talking 
Foghorn. 

Free & Peters has issued this bro- 
chure, which tells the story of 
the acoustical develop- 
ment which puts the voice of almost 
any kind of animal, machine or 
It’s 
story, specifically, of Lever 
Brothers’ use of the device for th 


Lifebuoy program. 
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The Evening Bulletin 


HKADERSHIP 
in Philadelphia 


STATEMENT FOR FIRST 6 MONTHS—1943 


Those who have an advertising message for the Philadelphia Evening Bulletin carries more individual classified adver- 
market — one of the country’s biggest and busiest work tisements than any other Philadelphia daily newspaper. 


centers — will be interested in the figures shown below. q : ; a bs 
Those interested in more detailed advertising statistics are 


This six months’ statement shows THE EVENING BULLETIN invited to send their inquiries for information to The 
has the largest display advertising volume and the largest Evening Bulletin, Filbert and Juniper Sts., Phila. 5, Pa. 


gain in such volume of any Philadelphia daily newspaper. 


PLEASE NOTE: As The Evening Bulletin does not publish 
For those who consider classified advertising as an indication a Sunday edition, comparisons of advertising and cireu- 


of a newspaper's standing, we wish to point out that The lation leadership are made on the correct six-day basis. 


THE EVENING THE BULLETIN 
BULLETIN LEADERSHIP 


National Advertising . . . 1,969,182 tins 55% 
Retail Advertising » . « « 4,403,271 tines 20% 
TOTAL DISPLAY ADVERTISING 6.372.453 ines 29% 


(Gain over Ist 6 months, 1942—751,201 lines) more than 2nd newspaper 


(Source: Media Records) 


DAILY CIRCULATION... 633.158 37% 7 


(Net paid daily average for 6 months ending March 31, 1943) (Gain over 6 months ending March 31, 1942 — 66,536) 


more than 2nd newspaper 


In Philadelphia —nearly everybody reads The Bulletin 
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Lovette Commends 
Advertising for 
Aiding Recruiting 


New York, June 29.—An un- 
usually interesting statement_of the 
Navy’s attitude toward advertising 
was presented to the Advertising 
Federation of America here last 
night by Captain Leland P. Lovette, 
director of public relations for the 
Navy, who revealed the advertising 
strategy and results secured in the 
naval enlistment drive following the 
Pearl Harbor attack. 

Preliminary tests of recruiting 
advertising shortly after Pearl Har- 


bor “proved that advertising aimed 
at a definite recruiting target could 
be made to pay, especially when 
combined with the assistance of 
civilian recruiting committees to 
augment the activities of the re- 
cruiting service,” he said. 

“The first test after Pearl Harbor 
consisted of a series of four adver- 
tisements in all English-language 
Sunday newspapers of general cir- 
culation in the northeastern divi- 
sion. It was designed to tell the 
what, why, how, when and where of 
Navy enlistments. It resulted in an 
82% increase in enlistments for that 
division, as compared with the 47% 
increase in the other four divisions 
where the ads were not appearing. 


Campaign Expanded 


“This led to the extension of the 
advertising to the other four re- 
cruiting divisions under a schedule 


which was originally designed to 
expire in October, 1942. The de- 
sirability of maintaining momentum 
and leaving no stone unturned in 
keeping pace with demands led to 
an extension of the advertising cam- 
paign until December, 1942, when, 
as you know, the enlistment of men 
between the ages of 18 and 37 inclu- 
sive was discontinued for all serv- 
ices.” 

The advertising was backed up 
with effective promotional plans of 
various’ kinds, including mass 
swearing-in exercises, the publica- 
tion of booklets, the use of radio, 
magazines, outdoor and other media. 
“Advertising contributed a large 
share to a very great achievement 
that many at the beginning believed 
impossible,” Capt. Lovett said. 

Turning from the Navy’s own 
advertising to its concern with pri- 
vate advertising, Capt. Lovette de- 


clared that the Navy’s interest in 
advertising is “vital.” As far back 
as March, 1941, he said, “the vol- 
ume of advertising being submitted 
to the Navy Department for clear- 
ance by commercial firms had be- 
come so sizable that an experienced 
advertising man was called to duty 
as advertising clearance officer so 
that agencies and publishers would 
be rendered intelligent service by 
a member of their fraternity as 
well as one who also understood the 
Navy’s viewpoint.” 

Although the Navy was chary 
about releasing advertising material 
dealing with production and equip- 
ment in the early days of the war, 
Capt. Lovette 
weapons in question became more 
common, the need for secrecy was 
obviated, and more and more adver- 
tising won approval. 

“Security was and is the only 


THE POWER OF PRESSTIGE 


ADDS A V-MAIL POSTSCRIPT TO “BLESSED EVENT” CABLES 


1. AN ANXIOUS HUSBAND on some far-off front waits for the big 
news from home. Finally comes a cable saying it’s a boy or a girl. 
Swell! but if only the exultant father could see what the baby looks like. 


3. NOW, TO ALL POINTS of the globe go these precious pictures. 


And by return mail come letters galore from proud fathers thanking 


The Press for giving them first glimpse of their offspring, and 


something more to fight for. 


A 


SCRIPPS-HOWARD 


NEWSPAPER 


2. “THAT’S EASY” said one of The Press staff. “Let's photograph 
the mother and child and print a halftone of their picture, first in 
the paper, and then on a regular V-Mail blank for the father abroad.” 


* 


* * 


YOU’D HARDLY EXPECT hard-boiled newspapermen to think up 


such a homey twist as printing a baby’s picture on a V-Mail letter. 


Well, the fact is Cleveland newspapermen are not hard-boiled. 


They're neighborly fellows who prefer sentiment to sensational- 


ism, and who practice an intimate, friendly type of journalism 


that is found in no other metropolitan city. 


How well Clevelanders respond to this kind of news editing is 


exemplified in their attitude toward The Press. The reputation 


this newspaper enjoys readily suggests the word Presstige, which 


when spelled out means not only power to do good; but power 


to move goods. 


The most important postscript to The Press circulation figure—now 


the largest in its history—is the fact that two-thirds of it is home de- 
livered. Which means a mighty force when put behind any worth- 


while idea, product or service. 


~The Cleveland Press 


“CLEVELAND IS A NEWSPAPER MARKET’ 


thing which the Navy looks at when 
it clears advertising copy,” Capt. 
Lovette insisted. “Of course, the in- 
tangible thing called good taste may 
at times be considered and dis- 
cussed. 

“Our attitude toward advertising 
is about as liberal as it can be. 
Whether we like an ad or not has 
nothing to do with our objection or 
approval for publication. The only 
question the advertising clearance 
officer is interested in is whether 
or not the advertisement discloses 
anything that involves security and, 
therefore, might give aid and com- 
fort to the enemy. Furthermore, 
the Navy felt that as soon as the 


said that as the story of America’s great war effort 


could be told, it should be told, so 
that the American people would 
know of the magnificent efforts 
toward all-out victory that were 
being made on the home front... 

“By March of last year the vol- 
ume of advertising coming into 
Washington for clearance was so 
great that the Navy realized it was 
necessary to improve its service to 
advertisers, and accordingly experi- 
enced advertising men were placed 
in Naval districts such as New York, 
so that advertising could usually be 
cleared by them on the spot, instead 
of sending it to Washington. In 
instances where the district adver- 
tising clearance officer is doubtful 
of a point of security, it still is 
necessary for him to send the adver- 
tisement to Washington, but even 
this service is quite prompt and the 
bulk of advertising cleared by the 
districts does not have to be sent 
to Washington.” 


Navy Photos Available 


Capt. Lovette added that, as a 
further aid to advertisers, the Navy 
has a photographic library of over 
20,000 up-to-date official Navy pho- 
tographs in Washington, which are 
available to advertisers without 
charge. There are also photographic 
libraries in naval districts which 
contain large numbers of adver- 
tisers or agencies, and admen may 
draw on these libraries freely. 

He concluded his talk with a long 
list of advertisers whose copy fea- 
turing the men, equipment and 
material of the Navy he com- 
mended. “Today,” he said, “when 
practically all industry is bending 
every effort toward war production, 
the Navy is in complete accord with 
the idea of any legitimate company 
keeping its name before the public 
even though it has nothing to sell 
now. We are conscious of the com- 
mendable desire of a company not 
to lose its competitive place in a 
field of industry and its desire to 
have public acceptance when it re- 
turns to peacetime endeavors. 

“George Spelvin, American, must 
know why he is winning this war 
and the great part industry is play- 
ing in it. And the only way I know 
to tell him is through paid factual 
advertising, constantly and repeat- 
edly, because George forgets easily. 
It is good business for industry to 
tell him. He has a right to know 
where all the money he is paying 
in taxes is going, for in the final 
analysis the money that is being 
spent to win this war really belongs 
to George.” 


Mrs. Snyder to L&M 


Edna F. Snyder, formerly with J. 
Walter Thompson Company, New 
York, has joined the copy staff of 
Lennen & Mitchell, New York. 


—the “economical” 


name for a quality 
thin paper, now 
serving Uncle Sam 


and war industries. 


— 
pad 


\| 


. or _ BP OE foe > ne 4a Tae - © es in oa ngs . a ft ee! Fi, hm, £ 7 a 
ae +a . ae = ivr 7. 3 : oe Ye a toate 22% “ o* « z E » are = : . ‘ s P aS : . ‘ er : 4 er . 3 * ty , te “s , 
inher * Pi he a # > 7 oc. “Se a ‘ = * p 
a = a = 
sa eee te te tn oR A en 
i ee ee ee ee ee ee ee a Se ee |e eee ee eee Yen ees Oey PT os = 
es | ‘| 
=p 
a2 | 
m5 
“9 | 
§ 
: ha 
= wl 
la 
as 
tic 
: ° 
; de 
i: | es £ 
ya 4 in, 
' in 
getting ee ip a OID nc 
tr 
la 
co 
ac 
w 
or 
7 
si 
ac 
fo 
cc 
| m 
Te ' 
z Ir 
ti 
sd 
7 al 
ie —_— aie Reinet Mer, Ae. m 
iil a pee | * Wr eon ee pennant V7 es 
, : ee = wee as. 2ete ce VY ol 
a A | penne Gage cawanen sor ie Y Is 
ee - . : J 4 eR “e cunvesnn? ee Y | it 
ii pf esas Sy es / & — a Gest a bee. as ge te Ve | . 
oul ‘ ian j ¥ h me ps7” as a cab. V | e) 
, , : } i . get ‘ 
' ee (eats fon Y ‘ 
, ' oo \ 9" eek awe tds 
| a 7 i tS a tee 
~ ; # - + ‘ f ane / | 
? ' 4 | \ ———— att ashet of jock I howe J a 3 it 
am ae . : -" J ¥ - ‘ de « dontr® } | o> ; Vy $ p 
| 1. —P - oe , et few Lae Ve ft 
4 a>" hy - aca ) a tp se ee om Ve | a 
| 7 : a (ele ly hp pet. YA | s 
~~ Sa tl * ai¥ de OO ew I, & A | p 
id a ‘ “e ae * . fo 4 . ahs y- Me “a ae Vs 
‘ z Ri a \ j ww a eed whey "4 oO 
iy A a pe ‘ | a oy ques, wen | 
; My fa \ ha pa) at a - 
4 : | a. a — °° fon te oy tebe {| 
= ot . —" : : : \ . f. beA J all ’ . 
i , 4 66h Eee o4 mot , | 
om: - Yr ‘ : ‘ j 4 ry , . 4 ‘ oo a | 
ab a F ofa A a 4 b ak a ~~ ow | 
7 cake PS as BOF Pipe eH po ye 
| —_— § yo x — olay ee CH ge eed 
a in ~ ZZ o Po eae I : OS Dis TE he Sh Le i | 
os 
| Pe 
ae ~~ ee 
i ” - “eee > ee ee 
, b/ . < i macy : 
: a " a ne 2 e : . F Pe , 
CAB ar eras 2 | 
— ~ ay y oe Re | 
j a ° ’ ‘ 4 Ww - 
Sr - . a 
Sa > te ee +a | 
<a - ol sia 7 oo | o an % 
ak’ or. ae » = : AW 
: as ome! a ™ a +" j f F a " oe eee aA . \' 
Bi nag eee os — 
eee ee = 
a ee . pe are - 
= . P SSS : : | 
es Zz 7 
= r == ———— | 
= f 
. ‘eh ae Area heh | Seahcss’ ; a So sole Sey es ee > ie Nias eae Re terete eo St Se OE 
oy ors i. . oh Ze c i ch ae ae : “- “te s : ob 4 vi eee : baal ‘ Ne 2 os, ‘ . : ‘ 2 ESS . elk Sik ihe “ eae egal : “a  Y Se ve . ve _ Wier . os ‘ hy 3 oa . ¥ pr ) n 


July 5, 1943 


ADVERTISING AGE 


Bit 6 lal 


15 


‘Flush Stage of 
Advertising Gone, 
Says Hirschmann 


New York, June 30.—Advertising 
has passed through the flush stage 
where it “sold everything hard and 
fast,” and it is time it took its place 
as “a thoughtful device” in the na- 
tional economy, I. A. Hirschmann, 
a vice-president of Bloomingdale’s 
department store, New York, told 
graduates of the New York Employ- 
ing Printers’ Association educational 
courses this week. 

Postwar studies in advertising, as 
in other fields, should begin right 
now, said Mr. Hirschmann. Army 
training, he pointed out, particu- 
larly of men in the quartermaster 
corps, where all goods are bought 
according to precise specifications, 
will prove a constructive influence 
on advertising. 

“We should come to the conclu- 
sion that you can’t substitute an 
adjective for a fact, or enthusiasm 
for information, or art work for a 
convincing statement,’ Mr. Hirsch- 
mann said. 

“Advertising Department” really 
isa misnomer. It should be “Public 
Information Department,” as adver- | 
tising connotes pressure, prejudiced 
salesmanship, vaunting  self-glory | 
and over-statement, Mr. Hirsch-| 
mann said. | 

“This may not have been the 
original meaning of the term and | 
is certainly not true in all instances. | 
There is some magnificent advertis- 
ing in America, and much of it is| 
informative and helpful to custom- 
ers. 


Cites Power of Under-Statement 


“But most of it, by the nature of | 
its tradition and the place it occu- | 
pies in the organization, must press 
for results, which leads to exagger- 
ated claims. We will always have 
some of this as long as we have 
people who fall into the fallacy of | 
believing that boastfulness and) 
over-statement can be convincing in | 


BALTIMORE'S BLUE 
~ NETWORK 


| the long run. 


Most of us know, by 
experience, that nothing is more 
convincing than under-statement. 
The English have given us a valu- 
able lesson in this in the last few 
years. Mr. Churchill’s speeches are 
models of conviction, lack of claims 
or prophecy, full of under-state- 
ment, and powerful affirmations of 
faith.” 

The future, Mr. Hirschmann 
pointed out, will be concerned with 


tising ““game,’”’ which retained some 
of the aroma of the old medicine 
show. All the black magic and 
pulling rabbits out of hats and quick 
miracle results will be relegated to 
the past, he predicted. 

“The advertiser of tomorrow will 
be a student in his field,” he said, 
“one who is as concerned with the 
background of a product, the phi- 
losophy underlying it, and the long- 


range plan in its steady advance 
and sale as in the colorful phrasing 
which will project it interestingly 
to the public.” 

Two hundred students were grad- 
uated from the Association’s courses 
in advertising layout and _ typo- 
graphic design, advertising typogra- 
phy, cost accounting and financial 
management, offset lithography, ele- 
ments of printing and printing proc- 


lesses, estimating, production man- 
something other than the old adver- | 


agement, proofreading, and selling. 


Prints Overseas Issues 


Effective with August issues, Dell 
Publishing Company, New York, 
will publish overseas editions of 
Modern Screen and Inside Detec- 
tive for men in the armed services. 
The government-ordered editions 
will be full size, printed on thin 
paper, and will carry no advertising. 


Clark Joins Kastor 


Russell F. Clark has joined H, W. 
Kastor & Sons Advertising Com- 
pany, Chicago, as an account ex- 
ecutive. For 12 years Mr. Clark 
was executive head of Erwin, Wasey 
& Co.’s English organization, in 
charge of the agency’s 11 European 
offices. Subsequently he worked for 
Crawford Advertising and S. T. 
Garland Advertising Services, Brit- 
ish agencies, and returned to the 
United States in 1940. 


Appoints Black Agency 


Laird & Co., Scobeyville, N. J., 
has appointed W. L. Black Adver- 
tising Agency, Reading, Pa., to 
direct advertising for its food prod- 
ucts. The Black agency has handled 
Laird’s liquor accounts for a num- 
ber of years. 


Schimmel Joins Roburn 


Ernest Schimmel, formerly export 
manager of the motion picture de- 
partment of the Gavaert Company, 
Belgium, has joined the staff of 
Roburn Agencies, New York ex- 
porter, as executive vice-president. 


BOOKLET GAILED TO 
EXECUTIVES ON REQUEST 


WILLIAM BALSAM 
Advorlisin 


540 N. MICHIGAN + CHICAGO + WHITEHALL 7819 


John Elmer, 
George H. 


, Gen. Manager 
- SPOT SALES, INC. | 
New York - Chicago - san Francisco 


“‘Oklahoma!’ is just different 
enough to add something special to 
Broadway's musical life.” 


—KRONENBERGER, PM 
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“We estimate that the population as of September 
1, 1943, will approximate 257,000 and that by De- 
cember 31, 1943, it will reach 274,000.” 


Defense 


Housing Division 

Oklahoma County-City War Council , 
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WM. GILL, Chairman 


The Oklahoma City market is different, too . . 
enough to add something special for sales minded advertisers 
during the coming months. 


ne 
Ning 


eee, 


. different 


April department store sales were 57% ahead of last year 
to put Oklahoma City on top of the list for the nation. War 
plants are in production. But they will not be in full produe- 
tion nor will they be fully manned until late this year. 


Throw away such figures as census data and sugar ration 


book registrations. 


Substitute today’s statistics, tomorrow's 


potentials. And let Oklahoma’s two greatest newspapers do 
the selling job for you in this market that’s different. 


CITY TIMe 


THE OKLAHOMA PUBLISHING COMPANY 


THe FaRMER-STOCKMAN * 


KLZ, Denver (Affiliated Management) * RepreseNrep py tHE Katz AGENCY 


WKY, Oxktanoma City *® 
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Premium Industry — 
Told FutureNow 


Looks Brighter 


State Restrictive _ 
Measures Defeated, 
Counsel Reports 


New York, June 29.— The tor- 
pedoes of restrictive statutes in a 
number of state legislatures have 
been completely evaded by prompt| 
educational measures, and there are | 
no legislative threats now facing) 
the premium advertising field, mem- 
bers of the Premium Advertising 
Association were told by their gen-| 
eral counsel, Charles Wesley Dunn, 
at their convention held here this| 
week—in connection with the an-| 
nual meeting of the Advertising| 
Federation of America. 

In California eight bills were in- 
troduced with the general aim to | 
prohibit the gift of a premium 
coupon or trading stamp unless the 
price of the article sold was ad-| 
vanced to cover the cost of such | 
premium, but all of them were | 
either tabled or killed in committee. | 

In Pennsylvania bills designed to | 
prohibit the use of premium gifts | 
in the sale of a confection and a| 
bakery product were killed. In) 
Washington state a bill creating a 
state trade commission broadly em- 
powered to prohibit unfair methods 
of competition by administrative | 
order, which might have been used | 
to outlaw trading stamps and pre-| 
mium coupons, died in the senate | 
committee. 


Sees Clearer Weather Ahead 


A Wisconsin bill _ prohibiting | 
stamps or premiums redeemable in| 
cash in connection with the sale of | 


* a motor fuel was killed. 


A recent important victory was) 
won in Washington, D. C., when a’ 
Food Administration ruling which 
would have outlawed use of pre- 
mium coupons and trading stamps 
in connection with the sale of groc- | 
ery products was amended to ex-| 
clude this provision. 

“The premium field is a $500,000,- | 
000 a year industry,” Mr. Dunn said, 
“and at retail prices its volume 
would probably touch one billion 
dollars. We have probably seen the 
worst of our difficulties, and from 
now on the picture should get pro-| 
gressively better.” 

It is no secret that premium offers 
do get results, Herbert L. Lewis, | 
eastern manager, direct mail di-| 
vision, Reuben H. Donnelley Cor- 
poration, told the meeting. He cited 
a number of advertisers who have | 
offered war maps with their prod-| 
ucts, and said the initial print order 
of one of these advertisers was | 
1,000,000 maps. 

The advertising solicitor today, as | 
in the past, must offer real value to 
a prospect, he said, declaring that 
“the surest way not to get an order 
today is to say the money will come 
out of excess profits.” 

“Advertisers today have definite 
goals in spite of the fact they may 
not have any civilian products to 
sell,” he said. “They are buying 
advertising as an insurance that the 
brand names of their products will 
remain alive in the public con- 


If it’s 
A TEST 


you want... 
TAKE 


NEW HAVEN 


The Register is rated* the 
7th test market in the U. S. 
—2nd in New England. With 
@ minimum cost you reach 
urban and suburban popula- 
tion. 


|haps many more. 
| notable for the development of pub- 


sciousness; that they will maintain 
their position in the postwar mar-| world,” 


ket; that they will retain the good 


will of their dealers. Human nature | 


didn’t change much after the last 
war, and won’t change much after 
this one. The public will continue 
to want informative, reason-why 
advertising; and, in my opinion, 
consumers won't be particularly 
more rational than they have been 
in the past. All of the obstacles to 
doing business at a profit will be 
present in the postwar era, and per- 
Premiums are 


lic good will, and their future ap- 
pears bright.” 

Galen Van Meter, regional man- 
ager of the Committee for Economic 
Development, emphasized that in- 
dustry must plan now to create em- 
ployment in the postwar world. 


| 
“We hear talk of the brave, new | 
he said, “but it can’t be| 
talked into existence by starry-eyed | 
visionaries; it must be earned. We 
must plan now. The great problem 
is the drastic dislocation which war 
has placed upon our industries. In 
1940 this nation turned out approxi- 
mately $100,000,000,000 of goods 
and services, more than in any pre- 
vious year. Only two billion of this 
sum was for war goods. Forty-six 


and one-half million people were 


600,000 were in the armed forces, 
but 9,000,000 were unemployed. 


| year at 1940 prices. War produc- 
| tion will have reached the stagger- 


employed. Four hundred thousand | 
of these were in war production;| keeping all channels available for | continuing to deal in 


iecialihaeindaeiapis 
“Now consider the situation in 

1943. By the end of the year in| Brach Names B-S-H 

will be producing goods and services | 

at the rate of 155 billion dollars per | manufacturer, has appointed Black- | offered as premiums, and companies 

ett - Sample - Hummert, Chicago, to| which are willing to search distribu- 


ing figure of 84 billion dollars, more 
than half of our total output. About 
63 million people will be employed; 
more than 10,000,000 will be in the 
armed forces, and unemployment 
will be at a minimum. Only bold 
planning and bold action now will 
help solve the problem of jobs for 
our workers when war contracts 
taper off and the soldiers and sail- 
ors return. 

“Advertising of all types has a 
big responsibility in keeping post- 
war planning ideas in motion, and 


new suggestions.” 


E. J. Brach & Sons, Chicago candy 


handle its advertising. 


July 5, 1943 
Premium Use on 
Upgrade, Major 
Users Indicate 


Chicago, June 30.—Premium ad- 
vertisers, both large and small, ap- 
parently have every 


premiums 
despite wartime shortages of con- 
sumer merchandise. Premium ad- 
| vertising tied in with the war effort 
jis on the increase, customers are 
'favorable to more lines of soft goods 


tors’ lines for acceptable merchan- 


(ly 
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NEW YORK 17, N. Y. * 


A MAN TO TAKE 


CAledonia 5-4755 


WANTED: 


MY JOB 


"There is a mighty interesting job open at A.B.P....or et least an 
opportunity to work into a mighty interesting job. 


"Interesting, and I might add, highly enjoyable. 


"I've had fun at it anyway. 


your time trying to help folks get more for their money. 


"You've probably seen the brief A.B.P. doctrine which has been 
a@ part of each one of our ads for the past few years: 


""A national association of business publications devoted to 
increasing their usefulness to their subscribers and helping advertisers 


It is fun, you know, to spend most of 


get_a bigger return on their investment.’ 


Slogans. 


and 


"I've worked before with outfits that had pretty nice-sounding 


But believe me, A.B.P. really means this one, and works at it! 


"Just in case you're interested, let me tell you a little of 
what I have been doing over here to help promote A.B.P.'s objectives. 


"(1) I've spent most of my time out of the office, with 
advertising managers, sales managers, agency people, company heads, 


business paper readers. 


That was so that I could constantly 


have a first-hand, up-to-the-minute picture of the problems of our 
customers, the advertisers, and an intimate knowledge of the views 
and interests of business paper readers. 


"(2) I've written the A.B.P. material like the "Guide To Effective 
War-Time Advertising," and "How You Can Help Your Retailers Solve 

Their War-Time Problems!" and the advertising that appears in the 
business press to inform advertising men that this material is avail- 
able, and to tell how it is being used most effectively. 


Ef 
Sagr, 


problems. 


"Incidentally, one of the most satisfactory things about this 
job is that I've been permitted...even encouraged...to write the kind 
of business paper copy that really works; the kind that proves that 
informative, helpful advertising pulls and pays; the kind that gives 
the writer the greatest thrill allowed an ad man in this world...the 


thrill of seeing his work become a tangible and important part of his 
outfit's operation. 


"(3) I have made an average of 15 to 20 talks a year before 
NIAA Chapters, Advertising Clubs, and business groups throughout the 
country...talks based, not on my personal opinions or theories, but 
upon the actual experiences of advertisers who have found ways to 
make their business paper advertising profitable...who have found 
ways to use advertising as a tool of management; as a high speed, 
low-cost vehicle of communication that can help solve all manner of 
customer—relations problems under any and all conditions. 


"(4) I have organized a ‘Baby Snooks' field work department. 
(Called "Baby Snooks' because the research technique consists of 
aSking ‘Why Daddy?’ every time the interviewee opens his mouth. ) 
These workers go out and call on the readers of A.B.P. publications 
to find out what their problems are today; what interests them today; 


what kind of information they need to help them solve their current 
These findings are passed along to the advertisers con- 
cerned, for what they might be worth as a guide to more useful, 


intention of 
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July 5, 1943 


ADVERTISING AGE 


17 


dise will find it available, leaders 
n the field told ADVERTISING AGE 
this week. 

Brown & Williamson Tobacco 
Corporation, Louisville, one of the 
nation’s largest premium advertis- 
ers, plans to continue their use in 
pite of the fact that it is obliged 
to offer available substitutes instead 
of many of the “wanted” regular 
tems. Operating large premium 
tores where coupons may be re- 
deemed for merchandise in five ma- 
jor cities, Louisville, New York, Los 
Angeles, San Francisco, and Chi- 
cago, the tobacco manufacturer 
plans to serve customers with as at- 
tractive merchandise as possible, in 
all of these outlets, as well as by 
direct mail. 

At Brown & Williamson’s Michi- 
gan Ave. store in Chicago, where 
Raleigh cigaret coupons may be re- 


deemed, shelves are stocked with 
complete lines of merchandise ready 
for coupon savers. All electrical 
appliances, however, are out for the 
duration. These stocks were de- 
pleted several months ago, although 
far-sighted purchasing enabled the 
company to keep these articles on 
hand for a considerable time after 
electrical goods shortages became 
acute. 


Catalog Shows Variety 


The new B&W catalog shows a 
great variety of textiles, glassware, 
furniture, leather goods, books of 
various kinds, and timely items such 
as a gadget bag of top grain cow- 
hide which can be used by air raid 
wardens, and by those in the serv- 
ices, as well as an American flag 
of good quality. A feature in the 
catalog is an offer to accept 2,500 


coupons in return for a $25 war| Procter & Gamble maintains the 
bond; and 133 coupons will bring $1|American Family store on W. 
in war stamps. Russel M. Seeds| Wacker drive, Chicago, which the 


Company, Inc., Chicago handles this |company will keep open for the du- | 


account. |ration. Current premium offerings 


Procter & Gamble Company, Cin-,0n display at the store even in-| 


cinnati, another big premium ad-|Cclude hard-to-get electric waffle 
vertiser, has decided to maintain its|irons, toasters and electric irons. 
premium business during the war|Glass items, textiles, woodenware 
period, and to supply customers| and other merchandise in the “now 
with good substitutes where regular | available” class, predominate. H. W. 
stocks of merchandise cannot be| Kastor & Sons Advertising Com- 
had. This policy was evident last|Pany, Chicago, handles the Ameri- 
April when a “Great American|can Family account. 

Family Premium Offer” was con- A 

ducted. After combing the market} Stationery Doesn't Click 

for premiums, P&G offered six out- Wilson & Co.’s dog food division 
standing premiums—a pyrex gift|presents another side of the pre- 
set of 11 pieces; Morgan locknit|mium advertising picture. The com- 
dish cloths; rayon hosiery; a set of |pany linked sales of its Ideal dog 
eight banded, 10-ounce tumblers; a| food to a wartime premium offer of 
rayon slip; and a two-piece cutlery |stationery, to be given by relatives 
set of chrome-plated steel. and friends to men and women in 


informative, advertising copy. 


~~ 


(Don't quote me, but it has been 


rumored that these findings have, in some instances, helped improve the 
editorial content, too.) 


"(5) In between times I've worked closely with our member pub- 
lishers to help them make their own promotion more useful and helpful 
to their advertisers, and to help their space salesmen make the best 
possible use of the material which their Association dishes out. 


"At this point, I've probably created the false impression that 
I do all these things all alone. 


"Nothing is farther from the truth. 
"This is an association in which the members are truly inter- 


ested. 


We, at Headquarters, work closely with committees, and one 


of the most active of these groups has been the Promotion Committee 
consisting of 12 to 15 member publishers, appointed each year by the 


elected A.B.P. president. 


These men are chosen in order that the 


committee shall be representative of all the different types of busi- 
ness papers comprising A.B.P.'s membership. 
such committees, and each experience has been an education and a 


pleasure. 


I have worked with six 


They're pretty swell gents; they're interested in A.B.P., 


and, like most of the rest of the members, they believe whole- 
heartedly that it is good sense to help advertisers get more out 
of their business paper space. 


"They know that successful advertising usually means more adver- 


tising. 


Then, too, they understand that helping advertisers increase 


the informative usefulness of their copy is a service to their readers. 


"In addition to the help of these congenial committees I've worked 
with, I hardly need mention that the man who really runs the joint, 
Stan Knisely, is not exactly a novice at business paper advertising! 


"(6) Another phase of this job which has helped keep me young 
has been my work with the Dotted Line Clubs, here and in Chicago 
(groups comprised of the space representatives of the A.B.P. papers.) 


And the Promotion Round Tables, 


in the same cities, 


in which member 


promotion managers swap ideas . . -« (and never hesitate to kick improve- 
ment into our A.B.P. promotion!), 


"By this time you must be wondering if I hadn't ought to have 
my head examined, for leaving such a fascinating occupation. 


"I'll confess that my decision to leave was not an easy one 


to make. 


publishing business, 


itself. 


But for some time now I've been eager to get into the 
And I've found a spot where the captain 


and crew understand and believe in the things that A.B.P. has been 
doing, and where I'll have « real opportunity to apply these principles 
to, it is hoped, our mutual profit. 


"So, here I go...and, perhaps, here you come. 


"If you are interested, drop a not: 
The Associated Business Papers, 205 East 42 Street, New York 
Tell him all about yourself, and don't forget to mention 
your draft status." 


V.P., 
17, N. Y. 


Persons now in war work will not be considered. 


PF. &. 


"Just in case a few gentle 

in the past, 
remained impervious to the sup- 
posedly irresistible appeal of 
my A.B.P. ads, there's a 
coupon handy listing some of 
the helpful stuff we've been 


readers have, 


grinding out... 


FREE, as long as they last." 


Vrec 


0 “How You Can Help Your Retailers 


to Stan Knisely, Executive 


Se ee ee ~ 


a renner nn nnn nnn n nnn 5 -- 


THE ASSOCIATED BUSINESS PAPERS 
Dept. 26, 205 East 42nd Street, New York 17, N. Y. 


ae 


Please send me, without obligation, my PREE copies of the A BP Advertising Aids checked below 


0 “A Guide to Effective rc “Mr. President- Meet Your 
War-time Advertising” 


— Advertising Manager” 
[] “Intensive Advertising” 
r “How | Homstrung My 


Solve Their War-time Problems!” ~ Advertising Agency” 
Nome 
- yours, for Position _ _ _ 
Compony — — — 
Street City & Stote — 
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ithe armed services. 


Large news- 
paper copy was run in five major 
markets and reaction of customers 
was tested through the cooperation 
|of the Better Homemaking Institute. 
The customer was required to pur- 
chase three packages of dog food, 
|lremove the box tops, and send 
these, together with 25 cents, to the 
| division, using a special order blank 
| carried in the advertising. The pre- 
}mium end of the campaign failed to 
icome up to expectations, although 
| sales of dog food went up in locali- 
| ties where copy was run. The com- 
| pany is not too optimistic about 
premium advertising until after the 
war. 

| Although Quaker Oats Company, 
|Chicago, has been able to offer a 
|Cattarraugus slicing knife for the 
| prewar price of 25 cents and two 
jtrademark labels from Mother's 
Oats packages, and is currently of- 
fering a glass serving dish with each 
|package of Quaker Oaties, it is 
|probable that this company will do 
| little additional premium advertis- 
jing until after the war. Ruthrauff 
| & Ryan, Chicago, directs this ac- 
| count. 


| 


Sego Continues Premiums 


Sego Milk Products Company, 
|\San Francisco, using premium ad- 
| vertising as “special offers” from 
| time to time, finds that it is possible 
|to obtain various premiums from 
| distributors and hold on to its usual 
| Premium business by offering two 
available pyrex items; one a baking 
\dish for 60 large Sego coupons, and 
|the other a measuring cup calling 
\for 24 of the large coupons. This 
| firm has made a competitive point 
| of advertising in bold face type that 
Sego “Premiums Will Be _ Re- 
|deemed,” so that coupon savers 


|who change to Sego from a rival. 


|product know that all coupons will 
|be redeemed on presentation. 

On the radio, Colgate-Palmolive- 
Peet Company, Jersey City, is of- 
fering Tiffany diamond rings as an 
inducement to listen in on the story 
of Palmolive soap and the 14-day 
Palmolive plan, broadcast each 
Saturday evening, coast-to-coast, at 
10 p.m. EWT over a NBC network, 
on the “Million Dollar Band Pro- 
|gram.” The rings are given as pre- 
miums to the five program listeners 
|who send in the name of the five 
|winning entries, together with the 
|best letters telling why particular 
| Songs should be heard as “request 
|numbers” over the radio. Ted Bates, 
|Ine., New York, handles the Palm- 
|olive show. 

Miles Laboratories, Elkhart, Ind., 
continues to offer Zenith radios 
as premiums on the Quiz Kids 
radio program, where questions 
|}used on the program bring the 
senders a portable Zenith radio. 
Wade Advertising Agency, Chicago, 
handles this account. 


Samuel in New Post 

J. Clark Samuel, formerly public 
| relations director, Anderson, Davis 
_& Platte, New York, has joined Hill 
& Knowlton, public relations coun- 
sel, New York, as resident public 
relations director of the Allentown, 
Pa., division of Consolidated Vultee 
Aircraft Corporation. 


Berry Joins ‘Newsweek’ 

Abraham S. Berry, formerly with 
the Railway Express Agency in Chi- 
cago, has been appointed traffic 
manager of Newsweek, New York, 
a newly-created post. He will be 
located in Dayton, O. 


@ Army and Navy “E” awards 
for the production of food and 
ordnance have been made to 
many Battle Creek industries. A 
busy city of 67,776 population 
... Write for new market map. 


THE BATTLE CREEK 


ENQUIRER 4*» NEWS 
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ADVERTISING AGE 


July 5, 1943 


End Buying Spree 
with Advertising, 
Shoe Trade Urges 


New York, June 30.—Many of 
the nation’s shoe retailers; who 


were inundated by the last minute) 


buying spree which accompanied 
the expiration of ration coupon 17 
nearly two weeks ago, as well as 


authoritative Washington circles, 
have heralded the importance of 
planning the next period’s shoe 


advertising to. stagger buying and 
thus sidestep a repetition of the 
buying rush. 

As a further expedient, the Office 


| of Civilian Requirements of the 
War Production Board, organized to 


prevent overbuying by consumers, | 


last week issued a series of “sugges- 
tions” to a committee of specialty, 
|chain and department store execu- 
tives urging them to reduce selling 
| pressure by varying commission 
|arrangements with sales persons 
and easing up traditional promotion 
practices. 

While for the most part the plan 
| was considered acceptable, several 
| retailers have pointed out that re- 
forms must start with the war 
agencies themselves inasmuch as 
their announcements have been 
credited with responsibility for 
several of the recent hoarding 
booms. Nevertheless, shoe retailers 
appear inclined to welcome the pro- 
| gram in view of their recent expe- 
| rience. 
| Several shoe stores, both here and 


out of town, took advertising space 
for two days after the passing of 
No. 17 to apologize for poor service 
during the “log jam” and to urge 
customers not to be in a hurry to 
use up the No. 18s. Typical copy 
was placed by Whitehouse & Hardy, 
New York, which ran: “An apology! 
To those of our customers—old and 
new—who failed to get into our 
stores to use their No. 17 coupons, 
we humbly apologize. We have 
always prided ourselves on the fact 
that our service was up to the high 
standard of quality maintained in 
our shoes.” 

Stores are inclined to believe that 
9 or 10% of No. 17s were not spent, 
which conforms to the earlier pre- 
dictions of the Office of Price Ad- 
ministration. Stocks were depleted 
by two and a half weeks’ “extra 
business,” it was estimated by shoe 
retailers. Before a coupon deadline 


it has been suggested that there be 


a period of “all sales final” so that 
the stores will not have to bear the 
extra cost of adjustments. 

Now that certain types of shoes 
have gone back to rationing, indi- 
cations are that sales in the next 
period will not be as large com- 
paratively as they were this spring, 
although manufacturers may be 
able to keep them up by designing 
new kinds of non-rationed footwear. 
Many companies are already talking 
about wooden shoes which “may 
soon prove themselves as being 
entirely practicable.” 


Claims Advantages for Wood 


Sears, Roebuck & Co.’s summer 
flyer, in both sandal and dress styles 
for women, highlights shoes with 
flexible wooden soles, manufac- 
tured by a Chicago wood-working 
concern, Joseph Kaszab, Inc. Fred 


TicNEW NEW ORLEANS 


Is One of the World’s Greatest Ship and Boat Building Centers 


Tanks and infantry 


landing boats built in New Orleans 


will see action in all parts of the world. 


The New New Orleans builds Liberty Ships, Victory Ships 
Tankers, Auxiliary Ships, Ocean Tugs, PT Boats, Tank an 


Infantry Landin 
for dry dock an 


1s 


Boats, Life 
repairs. 


GoGoula 


WHERE THE POST-WAR FUTURE 


Boats and serves as a base 


BEING BUILT TODA 


eS oe 


we 


Here Are Seven Other Factors That Make 


New Orleans America’s No. 1 Green Pasture 


% South’s First Port for Latin American and 


W orld Trade 


* Solid Expansion in Permanent Industry 
% Great Rebirth in Agricultural Hinterland 
*% Big Revival in Mississippi River Traffic 
% Financial Capital of the South 


*% World Air Terminal 


7 . be 
. At 


3% 100,000 Recent Increase in Population 


RLEANS STATES 


SHOE STRETCHER 


"0 ST-R-E-T-C-H 
SHOE COUPON 18 


1 Weer one pew — pare one paw! To) one 
pair of shoes one day. smother che een Lev 
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Best Foods, !nc., New York, has taken 
space in several newspapers showing 
four ways to stretch shoe coupon 18. In 
behalf of Shinols shoe polish, the above 
insertins, coggosts wearing one pair— 
“sparing one pair"; keeping shoes dry; 
prompt repair; and a daily shine. Benton 
& Bowles, New York, handles the account. 


Degian, sales manager of the com- 
pany, asserts that the new type soles 
give greater flexibility and wearing 
qualities than ordinary leather soles. 
He pointed out that his company 
has been manufacturing only wo- 
men’s styles thus far, but that recent 
tests conducted with workers in the 
plant have proved the practicability 
of the soles for men’s wear. 
The soles, which are made of hard 
northern maple, are sold to shoe 
companies for binding to leather or 
cloth uppers by means of a new 
cementing process with sufficient 
pressure to attach the sole. One of 
the workers who participated in the 
test wore the wooden-soled shoes 
for 58 working days with only mod- 
erate wear showing, Mr. Degian 
reported. 

E. P. Reed & Co., Rochester, has 
expanded advertising for its Tim- 


ber-Topper women’s shoes. with 
wooden soles, said to have “even 
greater flexibility and wearing 


qualities” than existing all-leather 
shoes. Beginning in the fall busi- 
ness papers, women’s fashion maga- 
zines and major market newspapers 
will be used. The shoes are said 
to have been tested “under all kinds 
of working and wearing conditions.” 
Geyer, Cornell & Newell, New York, 
handles the account. 


Gives Preservation Suggestions 


The Best Foods, Inc., has taken 
space in a long list of newspapers 
in behalf of Shinola shoe polish, 
outlining four ways to stretch shoe 
coupon No. 18. Copy suggests 
“Wear one pair of shoes one day, 
another the next. Let the unused 
pair dry and air out on shoe trees. 
Dry wet shoes carefully on shoe 
trees or stuff with paper. Don't 
throw away worn shoes—take them 
to a cobbler. Famous Shinola shines 
shoes brilliantly, fast!” 

The call for shoes ranging from 
$6 to $7 has gained 15% and foot- 
wear selling at $7 and over has 
enjoyed a sales gain of about 24 to 


Accurate 


REPORTING 
of 
U. S. WAR NEWS 
in 
1865 


1917 


Buffalo 
COURIER 
EXPRESS 


Only Morning and Sunday 


1898 
1941 


Newspaper in Western New York 
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40% as a result of shoe rationing, 
according to a survey recently com- 
yleted by the merchandising divi- 
sion of the National Retail Dry 
Goods Association. Shoes retailing 
at $4 experienced a gain of 10% for 
both upstairs and basement depart- 
ments. 

T. L. Blanke, manager of the 
division, reported a definite trend 
toward the more serviceable type of 
shoe, a drop in volume in the lower 
price brackets, and a moderate 
swing to higher priced shoes. Wo- 
men in war industries were largely 
esponsible for expanding sale of 
vomen’s walking shoes with pref- 
erence for sturdywelts and low 
eels. Dressy footwear still cap- 
tures the attention of women who 
have always worn high fashioned 
shoes. 


creased 17%. In April, 1943, shoe 
production for the entire nation 
totaled 40,315,526 pairs, a 12% drop 
from April, 1942. 


Davis Made Sales Head 


with Curtis 
Philadelphia, and an account execu- 
tive with the Aitkin-Kynett Com- 
pany, Philadelphia agency, has been 
appointed sales manager of the in- 
dustrial division of R. M. Hollings- 
head Corporation, Camden, N. J. 


Walsh Joins Kudner 


Robert E. Walsh, formerly of 
Kenyon & Eckhardt, New York, has 
joined the service detail depart- 
ment of Arthur Kudner, Inc., New 
York. 


George F. Davis, for many years | 
Publishing Company, | 


| Wyeth Releases | 


First National 
Magazine Drive 


Philadelphia, June 29. — John 
Wyeth & Brother, manufacturing 
chemist, a subsidiary of American 
Home Products Corporation, has | 
begun its first national magazine} 
advertising campaign in more than} 
80 years, supplementing its consist- 
ent advertising in drug and medical 
journals. 

Aimed at glorifying American 
medicine, the schedule calls for full- 
page, full-color insertions in Atlan- 
tic Monthly, Fortune, Good House- 
keeping, Harpers, Hygeia, News- 
week, The New Yorker, Parents’ 
Magazine and Time. 


into 1944, the campaign salutes doc- To Handle Schenley 

tors on the battle front as well as 

on the home front, in addition to The Biow Company, New York, 

pointing out that “where you will| has been appointed, effective July 1, 

find the doctor, you will find his} to handle advertising of the Reserve 

helping hand, the pharmacist.” and Royal Reserve blends of Schen- 
Featuring paintings by Dean ley Distributors, Inc., subsidiary of 

Cornwell on “Pioneers of American Se h enle y Distillers Corporation, 

Medicine,” advertisements will carry | New York. 

a footnote saying: “This advertise- | ee oe 

ment is designed to direct attention | Koerber Leaves Agency 


to the great contribution of Ameri- | L. W. Koerber has retired from pa 


can physicians to world health.’’| , ; or , : 
John F. Murray Advertising Agency, | Betts-Koerber, Inc., Denver agency, 
New York. services the account | which will henceforth be known as 
. * | Bob Betts, Advertising. y 


Names Michel-Cather | Manville to W & L 


Madison Iron Works, Madison, N.J., Richard Manville, formerly with 
has appointed Michel-Cather, New| Donahue & Coe and Newell-Emmett 
York, to direct advertising for its|Company, New York, has joined aaresis 
marine propulsion and stationary| Warwick & Legler, New York, as . =o 


Coupons Are Retail Problem Running well 


The flow-back of ration coupons 
to manurecturers constitutes one of 
the major problems. confronting 
retail shoe stores, said Mr. Blanke. 
Many manufacturers are demanding 
the coupons when orders are placed 
for fall purchases and before begin- 
ning work on orders, even if deliv- 
ery is not scheduled for several 
months. The Office of Price Admin-| | 
istration recently indicated that} j 
stores are not required to forward | 
coupon stamps until the date of| 
shipment, but there is nothing in| 
the regulation prohibiting a manu- | 
facturer from asking his accounts | 
to remit ration currency with their | 
orders. 

Since rationing, nearly 42% of| 
customers paid the same price for | 
men’s dress shoes as before, par-| 
ticularly for shoes in the better | 
qualities where there was no change 
in customers’ buying habits. The 
survey showed that in men’s work 
shoes three out of four stores 
experienced an upturn in their 
best-selling price aes of $1 per 
pair, while other reports ranged 
from no change to increases of $2 
per pair. 

In 42% of the stores no changes 
were indicated in the best selling 
price lines in youths’ and boys’ 
shoes. The lowest third of the 
price category had the most fre- 
quent and largest upward swing, 
according to the study. Although 
slightly more than half the stores 
reported no change in their best 
selling prices in women’s shoes at 
$6.95, where there was a change the 
increase was usually either $2 or 
$3. The $3.98 to $2.98 group re- 
vealed almost a uniform gain of $1 
in prices, and prices below the $6.95 
lines centered around $5, where the 
typical gain was $1.50. 

Approximately 12,717,312 pairs of 
shoes were produced by the New 
England shoe states in April, a drop 
of 18% from April, 1942, the New 
England Shoe & Leather Asso- 
ciation reported recently. During 
the four-month period January- 
April, Massachusetts, Maine and 
New Hampshire produced 51,688,184 
pairs of shoes, a decrease of 15% 
from a year ago. Massachusetts’ pro- | 
duction fell 13%, while production | 
in Maine and New Hampshire de-| 


power plant equipment. research director. 


A Monthly Addition of 
Specialized Coverage 


7 


in the AUGUST Issue PP 
ke FEEDER AIR LINES oe be ——S 
Jomes G. Ray, Vice President te ~ 
Southwest Airwoys eta, . 
%& AVIATION’S MARKET FOR AIR FREIGHT fa : 
R. E. Ousler FLYING begins an important new regular monthly section of full 


Air Cargo Research Associotion 


* AIR EXPRESS GUIDE 
C. P. Graddick, Director, Air Cargo 
Department, United Air Lines 


% LUGHT WEIGHT PACKAGING FOR AIR SHIPMENT 
Robert B. Welliver, Loading Engineer, 
Traffic Deportment, Douglas Aircroft Co., Inc. 


magazine dimensions devoted @xciusively to air traffic—Air Com- 
merce Edition—edited by a separate S$pecianzedisioff for executives 
directly concerned with air-borne traffic. .. covering Gl Phases of air 
transportation including passenger, mail and cargo operall d 
post-war problems; airport management, maintenance and design. 

“Air Commerce’’—with a class circulation of 10,000—has Been 
especially designed for the advertiser who wishes to reach this spe- 
cialized field. Run-of-the-book advertisers in FLYING get this bonus 
circulation at no extra charge. Limited space is also available for 


the Air Commerce Edition at a special low rate. 


& LEGAL ASPECTS OF POST-WAR AIR TRANSPORTATION 
\ John Dwight Sullivan 
* CARGO AIRCRAFT 
Dean C. Smith, Director of Transport Contracts, 
Curtiss-Wright Corp., 
Airplone Division 


America’s 40th Market 


You might not consider putting special 
sales effort in Rock Island, or Moline, 
IHinois, or Davenport, lowa singly but 

you can't afford to overlook the TRI- 
CITIES’ 211,000 war-prosperous customers 
in these contiguous cities and towns. 
Here's a MARKET larger than the cities 
of Dayton, Syracuse, or Oklahoma City! 
And you really SELL it with— 


Make your space reservations now for the next issue. Ask a 
FLYING representative to bring you all the facts and figures. 


ZIFF-DAVIS PUBLISHING COMPANY 
540 North Michigan Avenue, Chicago, Ill. 


*For more infor- 
mation about 


FLYING 
Refer to “Stand- 
ard Rate™ Classi- 
fication 7. or 
write us. 


WASHINGTON, D. C. LOS ANGELES 


+ LONDON 


+ TORONTO 


5000 WATTS 1270 KC 
BASIC MUTUAL NETWORK 
Affiliate: Rock Island ARGUS 


Howard H. Wilson Co., Nat. Representativert 
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Re 
A Little Chit-Chat 
for the Copy Cub | 


To the Editor: Please thank) 
Copy Cub for the publicity shot in| 
your June 21 “Rough Proofs” column | 
“Gladys the beautiful receptionist” | 
is quite right — there’s nothing) 
really “bad’’ about “base” mate- 
rials. But you’d better set her right | 
about gums. She’s probably think- 
ing of the kind she spews out on 
the sidewalk, where her discarded | 
wads, in contact with passing hoofs, 
act as annoying adhesives, with a 
tack and a persistent grip which can 
be broken only with great difficulty. | 

But don’t mention “tack” and| 
“grip” to Gladys. She’ll think you| 
sit on one and go to bed with the)! 
other. 

Gladys is a bright gal, after all, 
bright enough to grab five lines of | 
free publicity for us, at any rate. 

LESLIE H. ALLEN, 

Stein, Hall & Co., New York. 


Requests Reprints of 
Building Material Story 


To the Editor: We want to con-| 
gratulate you on the fine article in 
your June 7, 1943, issue entitled, | 
“10-12% Mortality Among Building 
Material Dealers.” 

This article was especially inter- 
esting to us because our principal | 
product, Zonolite granular fill insu- 
lation, is distributed exclusively 
through retail lumber and building 
material dealers. Each month we 
circularize letters to these dealers 
by direct mail. Much of the mate-| 
rial in your article lends itself very 
well to our use in this way. 

We therefore ask your permission 
to reprint this article in its entirety 
or in part to send to lumber and | 
building material dealers. 

One more thing. Will you please 
send us two copies of your June 7 
issue for our files? 

JOHN I. CARR, 

Sales Assistant, Universal Zono- 

lite Insulation Company, Chi- 

cago. 


v , 

Steam Power Coincidence | 

To the Editor: Re “flying steam-| 
boats,” in “Rough Proofs” of your | 
issue of June 14—perhaps by this| 
time someone has called your atten- | 
tion to the article on “Steam 
Powered Aircraft’ by Charles H. 


Paterson, which appeared in the} 
June issue of Southern Power &| 
Industry. Jules Verne? 


F. Koester, 
Power Plant Engineering, New 
York. 


Candy Jobbers Open 
Up on Bond Buying 


To the Editor: Our company, 
through an insert in the confection- 
ery trade papers, has given a gen- 
eral report to the industry and to 
Washington on the participation of 
candy jobbers in the recent 2nd War 
Bond drive. In addition to this 
insert, I thought you might like a 
report covering in greater detail, 
the why—and where—and what 
happened at the various meetings. 

At the inception of the drive, we 
at the Schutter Candy Company 
discussed at length the ways and 
means within our power to assist 
in the tremendous undertaking. 
Naturally, we wanted the industry 
and our customers to appear in a 
favorable light. We could buy 
bonds ourselves and so could the 
candy jobbers, but we were already 
doing that and our individual efforts 
were passing unnoticed. Therefore, 
we decided that a combined effort 
would be more productive of results 
and would be less likely to go unno- 
ticed. 

Finally we decided to hold a 
series of dinners and auctions, such 
as was ultimately carried out. 
Candy jobbers were invited to the 
various cities in which the dinners 
were held, and were permitted to 
buy at the auction. To sweeten up 
the bidding, thousands of cases of 
hard-to-get candy were available 
and orders were filled direct from 
stock in the banquet halls. The 
rest is history, but history that 
bears repeating, especially when the 
behind-the-scenes preparations are 
nade public 

Once the dinner and auction pro- 
gram was decided upon, our main 
problem became one of production. 
We realized that if we were to give 
ex-quota candy to war bond pur- 
chasers at the expense of our other 
customers throughout the country, 


| weeks 


all of the 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


auctions, production had to be in-| 
creased. It was. 


Next, since our time was limited) had very little time to produce it. | 


to a little over two weeks, we had | 
to limit the meetings to principal | 
cities. Then for two and a half | 
Ralph Hull, myself, the) 
Schutters, most of the girls from the | 
office, and our complete sales force | 
were released from their normal 
routine. We had one job to do and 
that was sell bonds and more bonds. 
Meetings were held in many of the 
principal cities through the country. 

In each of the cities visited, our 
meeting was held after the local 
bond quota had been reached or 
exceeded. This meant that our cus- 
tomers had already subscribed to 
what might be considered normal 
bond purchases, and the bonds sold 
as a result of our meetings were 
indeed a tribute to the jobbers’ 


| patriotic spirit. 


To avoid a too competitive spirit 
among groups of jobbers and cities, 
we did not include in our insert the 
various sums raised at the indi- 
vidual meetings. The largest, how-| 
ever, was Boston with a total of | 
$569,000. The grand total raised at} 
the meetings, through mail re- 
ceived at this office, and by the 
efforts of our sales force, amounted | 
to slightly more than $10,000,000. | 
This is the figure used in the insert. | 

Newspapers were most liberal in 
the articles they ran telling of the 
drive and giving due credit to the 
industry and to the jobbers in par- 
ticular. Radio stations were equally | 
generous with their time. In addi- 
tion, on our own Colonel Stoop- 
nagle CBS program, we devoted | 
commercial time to an| 
explanation of the drive on two) 
successive Sundays. 

I personally never have realized 


what the figure “one million’ | 
meant. Therefore, I certainly had | 
no conception of the figure “ten | 


million.”’ Don’t let anyone tell you) 
that it isn’t a lot of money. A very 
impressive lot, especially when the 


| boys sit right down and write their 


checks for it. Pledges didn’t count | 
at these meetings. Money did. Best 
of all, we believe that every jobber 
who attended the meetings went 
away with some ex-quoeta candy. 
P. R. TRENT, 
Vice-President, Schutter Candy 
Company, Chicago. 


| The Cup Overflows 


To the Editor: Our sincere thanks 
for reproducing on Page 46 of your 
June 21 issue, the advertisement of 
our client, the Imperial Glass Cor- 
poration, titled “--- But We Keep 
‘Trying Our Best.” 

When we achieve the pages of 
advertising’s vaunted publication, 
we have been touched with fame. 
All this needed to fill our cup to 
overflowing would have been the 
line “Prepared by Gutman Adver- 
tising Company of Wheeling, W. 
Va.” 


D. MILTON GUTMAN, 
President, Gutman Advertising 
Company, Wheeling, W. Va. 
a, 

Ship Builder Prints 
. . . ‘ 
Engineers Special 

To the Editor: You are no doubt | 
familiar with the extensive ship- 
building program which we are 
carrying on at Seneca, IIl., where 
we are turning out ocean-going 
tank-landing ships over 300 feet in| 
length at the rate of at least one 
a week. These ships are being built | 


on a small inland river over 1,000) 
miles from the ocean. 
The supervisor of shipbuilding 


having jurisdiction over our yard 
has been extremely strict on the 
matter of our giving out informa- 
tion regarding our activities or 
having guests at launchings. We 
finally prevailed upon him to per- 
mit us to invite members of the 
Western Society of Engineers, the 
American Society of Civil Engineers 
and the Chicago Engineers’ Club to} 
attend a launching June 5. Upon 
receiving this approval, George T. 
Horton, our president, invited mem- 
bers of the above mentioned organi- 
zations to attend as guests. He 
asked Lewis McDonald and me to 
prepare a little program to hand out 
to our guests. Mr. McDonald and_| 
I collaborated on what we thought 
was a suitable program, printed 
1,000 copies and presented them to 
our guests enroute to the shipyard. 
As you see, the program gives ex-| 
plicit instructions about restrictions 


| June 12. 


| such a procedure would be unfair.| in the yard, and permissible data on | time needs. 
| Therefore, to conduct the series of| the ships and yard. 


The program is a combination of | 


offset and letterpress printing. We 


fact, we made the layout and| 
printed the color before we had the 


A Druggist’s Lot— 


text copy written. The 
was completed only a few hours 
before it was handed out, 
quently our officials did not have a 
chance to see the finished product 
in advance of its distribution. 
Soon after the first copies were 


printing 


| distributed we received many com- 


ments on this program, “The Engi- 
neers Special.”’ In spite of the fact 
that it was prepared to cover a spe- 
cific event, our executives insisted 
that copies be made available to all 
of our employes at the Seneca ship- 
yard. We have printed _ 11,000 
copies in comparison with an origi- 
nal run of 1,000 and distributed this 
program along with the program 
for our Army-Navy “E” ceremony 
In spite of the fact that 
the Army-Navy “E” program is a 
carefully printed folio enclosed in 


an engraved cover, we still receive | 
the | =. 
| business are just the same today as| 


many more compliments on 
June 5 program. 


| Russell T. Gray, Inc., featuring the| during wartime; it is, 


conse- | 


We scheduled full-page advertise-| they were back in 1913: discount 
ments in six Chicago dailies and in| your bills, and watch your over- 
half a dozen newspapers downstate, | head. 
with the cooperation of our agency,|; A third rule has cropped up 

fight like 
“E” award and paying tribute to the| everything for your share of ‘the 
more than 18,000 men and women| scarce merchandise. 
who helped us meet urgent war- Since the Iowa farmer’s purchas- 
ing power has increased to a point 
where it more than makes up for 
sales lost on scarce merchandise, 
the little Iowa druggist’s lot is not 
so bad. And when I do get to feel- 
ing sorry for myself, I just put on 
my hat and go down the street and 
| watch my friend the grocer count 
Not So Bad, After All points, wad then I can come back 

To the Editor: Here’s my answer | to the drug store feeling pretty well 
to the question: What is going On| satisfied with my lot in life. 
in the drug business, under today’s | Besides, the new order of things 
difficult conditions? has added zest to my job, which 

From where I sit, in the rear end| Was beginning to become humdrum. 
of a country drug store, situated| Just to show you what I mean. 
in a farming community, where | For several years I have been look- 
there are no defense plants, busi-| ing forward to the day when I 
ness conditions look good. could quit the drug store and devote 

I have had the usual quota of| all of my time to my side line— 
present-day difficulties, such as the| Writing advertising copy for other 
burden imposed by government| druggists. But now my job has 
regulations, loss of personnel to the | become so interesting that I would 
armed forces, and the maldistribu-| like to stick around and see how it 
tion of scarce merchandise. |is all going to come out. 

But when one can conduct a busi-| To sum it all up. While the 
ness such as mine through such try- | druggist does have a few headaches, 
ing times as these, and increase his| compared to the boys in the armed 
net profits, he has nothing worth| forces and to the fellows in other 


MiLo E. SMITH, 
Advertising Manager, Chicago 
Bridge & Iron Company, Chi- 
cago. 
a 


while to complain about. |lines of business, his lot is very 
Two very important rules per- | good. 
taining to a successful retail drug L. E. GRay, 


Gray’s Drug Store, Hampton, la. 
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if You lived in Portland 


you’d read, 
® 


* 
The Journal dominates the rich, % Take Comics for instance. In 


vital Portland Trading Zone because 
it publishes news, features in popular 
balance. It offers readers outstanding 
national features as well as the most 

popular local writers. As Portland, Ore- 

gon’s only afternoon newspaper, The 

Journal can publish world news as well 
as the local news the same day it happens. 
(Here’s how: when The Journal goes to 
press it’s mid-afternoon in Portland, day 
is done in Washington, it’s after six in 
New York and midnight or later in most 
of the rest of the world.) ..That’s why 
The Journal is today as it has been for 
years the preferred* newspaper in the 
Portland Area. Here population exceeds 

700,000 and monthly payrolls top 42 

million —it is today one of the Pacific 


New York you'd have to buy 
5 daily papers* (Chicago 4) 
to pond famous pt 
published in Portland in 
The Journal exclusively! 


Orphan Annie * Wash Tubbs 
Alley Oop « Tillie The Toiler 
Jiggs & Maggie * Dan Dunn 
The Nebbs « Mickey Mouse 

Donald Duck + Joe Palooka 
Strange As It Seems 
Our Boarding House 
Boots & Her Buddies 
Blondie & Dagwood 
Life’s Like That * Popeye 
Dixie Dugan * Out Our Way 
Room & Board 
Barney Google 


? 
? 
Pa 


ad 


*New York: Journal-American, 
Mirror, World-Telegram, 
Post, Sun. 

Chicago: Herald-American, 


=e 


. ] Times, Sun. 
Coast’s five major markets. / a ae 
*The Journal reaches 21,993 more y 
families in the Portland Area 
than any other daily newspaper. 4 
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ADVERTISING AGE 


OPA Strikes at 
Price Violators, 
Black Markets 


New Campaign Enlists 
Home Makers with 
Pledge to Cooperate 


Washington, D. C., June 30.—A 
campaign which will strike at black 
markets, chiselers and _ habitual 
price ceiling violators is being 
readied here in the Office of Price 
Administration, and the methods of 
putting it into operation are already 
prepared in the field. 

Differing from other campaigns, 
the new drive will utilize the home 
maker as a policing force, will re- 


quire a pledge that the signer 
observe price ceilings, and buy 
rationed foods only with ration | 
stamps. 


OPA officials are confident in the | 
new program, partly because of the 
enthusiasm with which it was re-| 
ceived by field officials when it was | 
presented to them at a meeting here | 
recently. Another reason for their | 
confidence is the test of the plan 
in New Orleans. 


Housewife’s Pledge Is Basis 


Basically, the plan is simply this: 
the housewife signs a pledge, prom- 
ising specifically to pay no more 


> THAN Top lay 


a ye 
Coons wiryout 8 


than top prices, accept no rationed | 


goods without giving up ration 
stamps. She promises also that she 
will do her part on the home front 
in helping to distribute rationed | 
goods fairly, in helping to hold 
down the cost of living, in helping 
to eliminate black markets, in 
bringing violations to the attention 
of the appropriate panel of her war 
price and rationing board. 

She receives a scroll, and a stub 
from the scroll is torn off and re- 
tained by her rationing board. She 
also receives a sticker, which will 
be placed on a window. The sticker, 
incidentally, is an integral part of 
the campaign—it is used as a seal 
in much of the promotion which 
OPA’s campaigns division has lined 
up to support the program. | 

From OPA’s standpoint, women 
are asked to (1) make the home 
front pledge; (2) display the home 
front pledge emblem; (3) watch for | 
the publication of top food prices; 
(4) clip official price lists and use 
them in shopping; (5) check retail 
selling prices; (6) check violations 
with the retailer; and (7) if he will 


SELLING NEW HAVEN'S 
WAR WORKERS 


The Journal-Courier goes into war 
plants by the thousands daily — 
each copy read by many, and 
passed on from shift to shift — 
each copy working 24 hours daily 
to bring you coverage of today's 
best-spending customers 

100,000 readers daily! 
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JOURNAL - COURIER 
NEW HAVEN, CONN. 


not correct the errors, report the 
retailer to the ration board. 


New Orleans Test Is Success _ 


In New Orleans, which OPA | 
selected to test the efficacy of the 
campaign, some 250,000 signed the| 
pledge within four weeks, and re-| 
tailers heartily approved the idea. 
In the past, many retailers and their 
associations have opposed policing, 
either by paid government em- 
ployes or by housewives—but OPA 
officials believe that this program 
will not only avoid the wrath of the 
retailers, but will elicit their coop- 
eration. 

The organization of the pledgees | 
will be done by various groups, by | 
labor unions and their auxiliaries, | 
by farm groups, by women’s clubs, 
by the Office of Civilian Defense 
where its units are functioning. 


| pledge — have 


In support of the program, opal 12, the program will be officially 


has sent to the district information | launched on July 18 in Washing- 


offices such devices as the window 
sticker, the pledge poster using the 
same design, 
scroll, newspaper 
ranging in size from 260 to 
lines, with proofs and mats avail- 
able for local sponsorship. 

Also in the promotion package | 
are newspaper spots, neat tie-ins, 
also featuring the home front seal, 
which carry messages like “We too 
are keeping the home front pledge; 
keep your 
“We have taken the home front 
you?” A 24-sheet 
poster and car cards are also avail- 
able. 


Adapted for Local Use 


Already primed at local levels, 
and scheduled to break about July | 


the pledge signature | 


pledge at Blank’s,” or | 


ton, when OWI’s 
bureau is expected to have alloca- 
tion time cleared. Magazines, par- 


advertisements | ticularly those in the women’s field, 
600 | 


have been advised in advance, and 
have prepared articles dealing with 
the program. 

It is expected that the campaign 
| will flow smoothly at local level; 
the tools have purposely been pro- 
| vided with an outlook toward mak- 
ing them adaptable. The promotion 
will vary from town to town, 
according to its promotional char- 
acter. (New Orleans, for example, 
was much stirred by mass meetings; 
Denver, so regional OPA officials 
, say, will not be attracted by mass 
|meetings.) Local advertisers have 


been accustomed by now to handling | selves 


|OPA promotional material; local 


domestic radio | 


newspapers have learned how to 
sell the government package. In 
many communities, alert printers— 
particularly since the Graphic Arts 
Victory Committee has been active 
—have learned to use the govern- 


ment’s advertising needs as busi- 
ness-getters. 
Nationally, OPA officials hope 


that the same high level of use will 
be achieved, that many advertisers 
will incorporate the seal in their 
advertising, just as they used the 
“U.S. Needs Us Strong” of the 1942 
nutrition campaign. One of OPA’s 
enterprises which involves no con- 
troversy, unlike the lamented roll- 
backs and subsidies, it can do much 
to tighten price control, and OPA 
officials feel that cooperating na- 
\tional advertisers will do them- 
and price control a great 


service. 


EN BROADCASTS | 


TRADE MARK REGISTERED 


ire family 
fime - in one place 


ON THE SCREEN of their favorite motion-picture theatre, the ENTIRE FAMILY enthusiastically finds a 
meeting place for both entertainment and latest information affecting their lives and future. Heads of 
families, surrounded by those they love—are deeply receptive to the combined appeal of sight, sound 
and action. The screen wields a tremendous influence upon the buying and thinking habits of the com- 
munity—and thus what a rare opportunity it offers to advertisers for the creation of a maximum of favor- 
able public relations and good-will. 


SCREEN BROADCASTS are crystallized, less-than-a-minute film playlets that drive home an important 


war message—concluding with your own firm name or product signature as sponsor. 


They have been 


specially developed under supervision of U. S. government agencies to awaken vast audiences to the im- 
portance of such programs as— 


WAR SAVINGS CAMPAIGN 
LABOR JOB SAFETY CAMPAIGN 


ing Agencies. 


products. 


S 


“he Waldomale 


CREEN 


923 15TH STREET, N. W. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 
NEW ORLEANS, LOUISIANA 
Distributors in Southern, Atlantic and New England States 


OPA RATIONING CAMPAIGN 
ODT WAR-TRAVEL CAMPAIGN 
CIVILIAN DEFENSE CAMPAIGN 


—as well as several other official campaigns in preparation. 


rb) 


TO BUILD COMMUNITY SECURITY on a broad scale, both national and local advertisers are today 
seeing the importance of tying up with official War-Effort Campaigns. 
particularly effective medium for doing this at low cost—since there is no production to pay for. Surpris- 
ingly low distribution rates cover everything. Sponsorship can be national, sectional or local, with the 
sponsor selecting communities and theatres desired. These Campaigns are Commissionable to Advertis- 


SCREEN BROADCASTS offer a 


Write today for illustrated booklet and complete information on how you can put 
this powerful influence to work—building good-will for your organization and your 


BROADCASTS 


WASHINGTON, D. C. 


UNITED FILM SERVICE, INC. 
KANSAS CITY, MISSOURI 


Distributors in Northern, 
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Mid-Western and Western States 
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Gird fo Fight 
Inflation, Direct 
Mail Group Told 


Huge Information 
Job Necessary 
in Coming Months 


New York, June 30.—Because it 
covers such a vast variety of con- 
tacts with the public, because it is 
intimate, flexible and continuous, 
direct mail advertising has a major 
role to play in the critical months 
ahead in the battle against inflation, 
members of the Direct Advertising 
Conference, meeting here today in 
connection with the annual conven- 
tion of the Advertising Federation 
of America, were told by several 
speakers. 

Admitting the subject of infla- 
tion is complex and difficult to treat 
in simple terms, the direct mail 
group was urged to use all of its 
ingenuity in informing the public of 
the vicious aspects of the problem. 

A huge Office of War Information 
program is being put in motion 
with encouraging results, Herman 
Hettinger of the OWI said. Every 
means of communication including 
the newspaper and magazine press, 
the radio, motion pictures, direct 
mail, posters, etc., is being used. 
Four hundred and forty magazines 
with a total circulation of 90,000,000 
are cooperating by devoting a page 
an issue to the inflation story start- 
ing in September. Insurance com- 


panies are raising a fund of $1,800,- | focused on winning the war, that 


000 for copy warning of inflation | 
perils. 


War Effort Appeals Are Productive 


“There is a huge educational job | 
to be done,” Mr. Hettinger said. | 
“The public doesn’t know what can | 
and what cannot be done. But in | 
all of the many appeals in connec- | 
tion with the war effort we have 
found that once the public is ade- 


quately informed 
cently.” 

The OWI has prepared for wide 
distribution to advertising interests | 
a “Formula Folder” which states | 
the inflation problem in graphic 
terms and then presents prepared 
advertising copy for different media | 
covering the subject. The folder, 
prepared with the advice and aid of 
leading agency copywriters, will be| 
distributed soon, Mr. Hettinger said. 

Another government speaker, 
Stuart Siepert of the OPA cam- 
paigns section, told of another gov- | 
ernment plan, still in the formative | 
stage, to combat inflation. A plan| 
is being considered, he said, where- | 
by ceiling prices on various com- 
modities will be listed in a tabloid- 
size paper issued by 200 newspapers 
of the country. Whether the gov- 
ernment will furnish the newsprint 
necessary for publication of these 
sections has yet to be decided. 


Urges Local Effort 


The work of the Graphic Arts 
Victory Committee was highly 
praised by Paul Bolton, until re- 
cently campaign manager in the 
Office of Defense Transportation. 
He emphasized the need for “task 
forces in our advertising clubs to 
handle war appeals on a local level.” 
He said that more than 60 cam- 
paigns involving government war 
appeals are “in the works,” not all 
of them designed for advertising 
space, but all having a story of war 
significance. 

Mr. Bolton also praised the con- 
vention-by-mail drive of the 
Graphic Arts Victory Committee. 
There has been a great deal of mis- 


it acts magnifi- 


understanding on the attitude of the 
| government toward conventions, he 
|said. The Office of Defense Trans- | 
| portation feels that if a meeting is | 


meeting should be held. However, 
the convention-by-mail list is grow- | 
ing daily, he said, lightening the | 
war travel burden. 

Harrison Sayre, of the American 
Education Press, Inc., Columbus, O., | 
told in detail the many ways in| 
which local advertising interests | 
can get behind the various war pro- | 
grams. | 

“Winning the war is very largely | 
an informational job,” he said, “and | 


Worcesters 
BUYING 


Meanwhile 


per cent. War orders have 
to this rich manufacturing 
dustrial New England. 


A MUST 


and ASS 


UP 35% 


1942 compared with 1941 


the effective 
WORCESTER COUNTY rose from $378,727,000 in | 
1941 to $520,750,000 in 1942 —a GAIN of 38 


Population: Worcester City Zone 235,125. 
City and Retail Trading Zones 440,770. 
The Telegram-Gazette blankets this area — 


in New England 


The TELEGRAM -GAZETTE If 


- WORCESTER MASSACHUSETTS 


per Capita 
POWER | 


— Sales Management 


buying income of 


brought record prosperity 
area — the heart of in- 


Market 


Georce F. Boorn, Pubbshes- | 


LATES, NATIONAL QEPOE ‘ 


OWNERS ok RADIO STATION WTAG | 


the talent and the interest to make | 
a war program succeed if they are 
properly mobilized.” 

Mr. Sayre told of the great suc-| 
cess achieved in Columbus with 
pamphlets and posters keyed to the 
“Victory Is Your Business” theme. 


“Guide” Used by Communities 


Howard Hovde, special consultant | 
on small business clinics, U. S. De-| 


Victory Guide prepared by the de-| 
partment which has been adopted 
by 482 communities. It tells in de-| 
tail how groups and individuals can | 
help win the war by backing all 
forms of war effort. 

The government speakers em-| 
phasized that although a vast and| 
continuing informational job must! 
be done, there is every Congres- 
sional indication that government 
funds available for the work will 
grow increasingly smaller. 

A new booklet, “How Industry 
Can Cooperate with the U. S. Gov- 
ernment Information Program to 
Reduce Absenteeism,” prepared by 
the War Advertising Council in co- 
operation with the OWI was dis- 
tributed at the meeting. Thirteen 
causes of absenteeism, with infor- 
mation on “what can be done about 
it” are featured, with further ma- 
terial on how advertising can be 
used to combat the problem. Num- 
erous sample advertisements are 


presented, as well as information on 
the use of stickers, awards, badges, 


advertising men and women have | instruction booklets, stories in house | General Foods Announces 


at the session was| Personnel Changes 
General 


organs, etc. 

Presiding 
Henry Hoke, managing director of 
the Graphic Arts Victory Commit- 
tee. 


| Delson Heads Institute 


Louis E. Delson, formerly manag- 
ing editor of Manufacturers’ News, 
Chicago, has been named head of 
the Institute of Modern Business, 


/partment of Commerce, told of the| Chicago, which has announced plans 


to publish a national management 
magazine, Modern Business and 
Industrial Progress, and a pocket- 
size monthly, How—the “Know 
How” Magazine. Both publications 
are to start with July issues, but 
will carry no advertising until the 
first of the year, Mr. Delson said. 


Hudson to War Council 


Buell W. Hudson, publisher of the 
Call, Woonsocket, R. I., has been 
elected a director of the War Ad- 
vertising Council, joining Edwin S. 
Friendly, general manager, New 
York Sun, as a representative of the 
nation’s newspapers on the council’s 
board. 


WSAZ Names Branham 


The Branham Company has been 
appointed national representative of 
Station WSAZ, Huntington, W. Va., 
an affiliate of the Blue Network 
Company and West Virginia Net- 
work Company. 


Foods Sales Company, 
| New York, has announced the fol- 
lowing changes in the company’s 
field sales organization: E. H. 
Loewenguth, manager of the com- 
pany’s Syracuse district sales office, 
has been appointed Richmond dis- 
trict sales manager to succeed the 
late W. Y. Roper; L. G. Lovelace, 
Kansas City district sales manager, 
has been named to succed Mr. 
Loewenguth at Syracuse. R. C. 
Eldridge, former district sales rep- 
resentative in the Pittsburgh area, 
has been promoted to district sales 
manager of the Kansas City office, 
and R. J. Schrecongost has been 
appointed to succeed Mr. Eldridge 
at Pittsburgh. He was formerly dis- 
trict sales representative in the Erie 
area. 


Names Bernstein Agency 


Associated Needle Industries, Fall 
River, Mass., a group of 30 manu- 
facturers producing women’s wear, 
has appointed Bo Bernstein & Co., 
Providence agency, to direct its 
advertising. Newspapers will be 
used. 


Miss Sullivan Promoted 


Miss Margery Sullivan has been 
promoted to advertising production 
i'manager of Yachting, New York, 
'succeeding Priscilla H. Thompson, 
| resigned. 
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Julia Kiene of 
Westinghouse Is 
Jo Snapp Winner 


New York, June 29.—Julia Wol- 
ott Kiene, manager of the West- 
inghouse Home Economics Institute, 
Mansfield, O., was presented with 
the silver trophy emblematic of 
victory in the 
1942 Josephine 
Snapp award 
competition, at 
the opening gen- 
eral session of 
the Advertising 
Federation of 
America here 
yesterday. 

The trophy is 
presented by the 
Women’s Adver- 
tising Club of 
Chicago in mem- 
ory of Miss 
Snapp, former 
president of the club and former 
vice-president of the AFA, who died 
several years ago. 

In addition to the grand award to 
Mrs. Kiene, certificates of honorable 
mention were presented to Gladys 
R. Scott, former advertising man- 
ager, Minnesota Education Associa- 


Julia Kiene 


tion, St. Paul, now an auxiliary in| 
the Waac; Mrs. Melville C. Gordon, 
General Outdoor Advertising Com- 
pany, St. Louis; Mary Candace 
Tucker, advertising and promotion 
manager, Roman Stripe Hosiery | 
Company, New York; and Mrs. 
Elizabeth B. Grove, radio director, | 
the McCord Company, Minneapolis. 

The awards were presented by 
Karen Fladoes, retiring president of 
the Chicago club, with the assist- 
ance of Elon G. Borton, chairman 
of the AFA, who was also chairman 
of the committee of judges. 


Nutrition Program Wins 

Mrs. Kiene won the major award 
because of her origination of the 
“Health for Victory” club idea, a 
war plant nutrition program which 
has mushroomed since its origina- | 
tion until now more than 1,100) 
industrial plants and other organi- | 
zations are using the program. 

Miss Scott secured her honorable | 
mention on the basis of “Advertis- 
ing—Its Role in World War II,” a 
summary of the work done by the 
advertising profession in the war 
effort. She was inducted into the 
Waac in April of this year. 

Miss Tucker’s award was in 
recognition of the Ray-Grain cam- 
paign which she originated and 
developed for Roman Stripe, de- 
clared to be the first and most com- 
plete plan of educational and sales 
helps ever offered to retailers on 
rayon hosiery. 


1 


JOSEPHINE SNAPP AWARD WINNERS 


Esther Latzke, Armour & Co., newly-elected president of the Women's Advertis- 

ing Club of Chicago; Gladys Scott, Minneapolis; Karen Fladoes, retiring presi- 

dent of the Chicago club; Mrs. Julia Kiene, Westinghouse, winner of the major 

award; Mrs. Elizabeth B. Grove, McCord Co., Minneapolis; Mrs. Melville Gordon, 

General Outdoor Advertising Co., St. Louis; Mary Tucker, Roman Stripe Hosiery, 
New York. 


advertisements, booklets, brochures, 
announcements, sales letters and 
publicity for the Cold Ray perma- 
nent wave campaign conducted last 
year by Raymond Laboratories, St. 
Paul. She joined the McCord Com- 
pany in September, 1935, as a copy- 
writer. 

The award to Mrs. Melville Gor- 
don was based upon her pioneer 


eral Outdoor Advertising Company 
in St. Louis, a post which prior to 
last year had never been held by 
a woman. In less than five months 
she placed fourth in a national sales 
contest competing against 300 men 
throughout the country. At present, 
she is the leading woman sales 
executive of all GOA branches in 
both dollar volume and new busi- 


| Bureau 


Annual Convential 
May Be Abandoned 
by Audit Bureau 


Montreal, June 29.—The Audit 
of Circulations probably 
will not hold its 1943 annual con- 
vention tentatively set for Oct. 14 
at Chicago, it was indicated here 
after a meeting of ABC directors 
June 25-26. 

Although the directors left the 
question up to the officers for final 
decision, it was pointed out that in 
view of the congestion of railway 
travel and hotel accommodations 
the bureau would render a patriotic 
service this year by foregoing its 
annual convention. Conditions are 
likely to become worse, rather than 
better, it was said. If no conven- 
tion is held, the customary election 
of directors by membership groups 
can be accomplished by proxy vote 
at the annual meeting. 

The directors approved three 
resolutions covering recommenda- 
tions made by the board’s commit- 
tee on circulation rules and meth- 
ods. The rule on the extension of 
subscriptions was revised to cover 
not only conditions where the price 
has been reduced, but also where 
in such cases the higher price is 
later restored and also where a 
change is made in the frequency of 
issue. 

In the audit reports and publish- 


Mrs. Grove’s award was based on 


activity as a salesman for the Gen-| ness developed. ers’ statements for magazines, a 


is an ALL Time Asset 


Advertising assists in many tasks that confront Government in war- 


time. Everything it does for the conduct of the war, and the protec- 
tion of the home front, is also a contribution to the peace to come. 
Advertising that sells bonds, also teaches thrift, encourages initiative, 
and builds character. Advertising that aids customers in making their 
belongings go further, advances the cause of patriotism and economy, 
without endangering sales in peacetime. In these and a hundred other 
constructive, patriotic, advertising efforts, businesses large and small 
are supporting the country at war, and are helping build the frame- 
work on which peacetime prosperity will be reconstructed, Champion 


is proud of its part in this farsighted policy of American enterprise. y 


MILLS AT HAMILTON, OHIO... CANTON, N. C. .. . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI - ATLANTA 


new caption will be provided to 
cover copies sold for distribution to 


men in military service. This cap- 
tion will read “Army and Navy 
Camps” and will be inserted in 
Paragraphs 10 and 11 beginning 
with the Dec. 31, 1943, publishers’ 
statements. 

In Paragraph 15 of magazine 


audit reports and publishers’ state- 
ments the following new caption 
will be inserted: “Subscriptions by 
mail through department stores’ 
cooperation and that of other retail 
outlets.” This will be given the 
designation 15b; “catalog agencies” 
will be designated (c) and succeed- 
ing captions will be changed accord- 
| ingly. 

Elected to advertiser membership 
| were: Pepperell Mfg. Company, 
| Boston; Southern New England 
Telephone Company, New Haven, 
Conn.; Chesapeake & Potomac Tele- 
|phone Companies, Washington, 
|D. C.; and Southern Bell Telephone 
| & Telegraph Company, Atlanta, Ga. 
| The directors were dinner guests 
of Montreal publishers Friday eve- 
ning at the Mount Stephens Club. 
|W. J. Sutton, director and advertis- 
ing manager, Gazette Publishing 
Company, presided at the dinner. 


Kansas City Club 
Reelects M. Crump 


Murrel Crump, advertising man- 
ager of Sinclair Coal Company, 
Kansas City, has been reelected 
president of the Advertising Club 
|of Kansas City. Other officers 
elected are: Wesby R. Parker, Pills- 
bury Flour Mills Company, Ist vice- 
president; Martha Franklin, Monkey 
Cleaners & Dyers, 2nd vice-presi- 
dent; W. T. Koester, Western News- 
paper Union, secretary, and Russell 
I. Seymour, Kansas City Power & 
Light Company, treasurer 


KOY Adds Riley 


Dale M. Riley has joined the 
|news and publicity staff of Station 
|KOY, Phoenix. He was formerly 
| assistant advertising and sales pro- 
|motion manager of Westinghouse 


|Electric & Mfg. Company, Cleve- 
land, O. 
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Of the four cities in Indiana in 
the 100.000-250.000 population group 
—Fort Wayne tops the list in: Pop 


ulation. Retail Sales. Bank De 
posits. Effective Buying Income 
Of the ten cities in the Great Lakes 
District—Fort Wayne leads the list 
in Effective Buying Income. 


The News-Sentinel 


ar 
News? 


. 2,000,000 Pounds a Day 


Fort Wayne's G 
FORT WAYNE, INDIANA 


i Evening ape 


ma . Se a 
| | a : al 
| RAR 7 
i a, rte , | | a 
| 2. 
Cee ee eee ————————EE—E—————————————EE™~ : 
| | | |] A. 
. 
: - >. 
: ie 
ee . 
») , a 
j a 
3 pa 
D “4 Z, : ' : 
~ 4, . aS 
) 4 JZ . ” ro a . - 
ts ia — | " : 
F ; PO oF 
: 4 ef . af ; - : 
‘7 : €3 r 
» | a, F 
\. \ See 2, i Ore 
. ly ) ' alte a = ~ H 
% CMBR 5 bd Pou nt - “ws . LL —— 
ore) Sa a J. ~ 
Top, °% _\- wom aide ‘“ 
Wf 14 Np < —=——_ Cc Ye sy) * 
aN Fs: - 
4 | ~—7- "h 4 wad a. 
’ ig et 
: a 
THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio ae — 
} | Zz + 
) ee ae 
\ Z 
ier meee oe lie ie Saar ae ug, ae! eer We BS > Se ee | bie a RE UR ae amt: “en le ea 5's WEA Noa neg ‘ ES 


if pie, ti or eee 


VERK SING AGE 


July 5, 1943 


Battle to Keep 


New York, July 


formerly potential 


plus the extensive 
by essential industries, 
sulted in a drastic 
school advertising 


free 


Technical Schools 


Heads Above Water 


Selective Service 
- Draining Pool of 
Student Prospects 


1.—The draft-| 
ing of 18-year-old men who were| 
students 
trade schools all over the country,| pressing problem now facing these | 
training 
programs currently being conducted | 
have 

reduction 
allotments 


for 


re- | 
in | 
and 


have forced private vocational insti- 


tutions to scrape the bottom of the| 


barrel in an all-out search for new 


enrollees. 


Forced to give ground to the per-| 
of numerous 
vocational schools, 


suasive appeals 
fense factories, 


de- 


which at first glance hailed women 
as the solution to all their prob- 


lems, now compete with formidable | 


advertising copy placed by compa- 
nies like American Airlines urging, 


| | 
natural ability for mechanical work, | 
| you may be eligible for free train- | 
|ing, plus the approved trainee sal- 
ary (50c per hour) while you 
| learn.” 

Although sure of a bright future | 
| in the postwar period due to mount- | 
|ing interest in electronics, the} 
| schools are now fighting a delaying | 
action which means a “survival of | 
the fittest.”” It is felt that the tre-| 
mendous number of soldiers, sail- 
| ors and flyers, who while in service | 
acquired at least an introduction to| 
| the broad technical field, will use| 
| the trade schools to supplement this | 
knowledge and turn it into a civilian 
job. 


Draft Most Serious Problem 


The draft is by far the most 
institutions. Not only has military 
conscription cut ever-widening gaps 
in available student prospects, but 
it also threatens hard-to-replace | 
| faculty members who are slowly | 
being drained off into the Army and} 


Navy. While local draft boards 
think twice before taking  pro- 
fessors from leading universities, 


they have no compunction in deny- 
ing deferments to instructors at less 
prominent trade schools. 

Another difficulty encountered by 
the private vocational organizations 
is the problem of obtaining suitable | 
equipment for laboratory experi- 
ments. Although technically the 


| 
while vital material is siphoned into | 
the nation’s war plants. Army sig- | 
nal corps schools across the country | 
also claim a lion’s share of solder, 
soldering irons, wiring, radio sets 
and delicate precision instruments. | 

The question of Army grab-bag 
tactics may have eased up when the 
Army air force recently announced 
plans to abandon Chicago’s 3,000- 
room Stevens Hotel, which it pur-| 
chased in July, 1942, for $6,000,000, | 
as the central unit of a training. 
school for radio technicians. Assert- 
ing that the pressing need for radio} 
operators and technicians which | 
existed a year ago has now been | 
filled, the Army contended that bet- | 


| ter training can be given in centers | 


located outside large cities. There | 
has been much speculation as to} 
whether such a shift in location 
would aid or retard the progress of 
trade schools. 
Time Element Stressed 

Key selling point of the private) 
technical institutions has been the| 
comparatively short period of time 
necessary to complete a thoroughly 


rounded out course in welding,| 
sheet metal work, and the more 
complicated field of radio. To date, 


few colleges or universities offer a 
full course in radio and television, 
although their number has in-| 
creased greatly with the advent of | 
war. This latter fact seriously 
endangers the postwar opportunities 


“If you like to work with your! schools have a priority on various| of trade schools, particularly if the 
hands and believe you have a tools, they must take a back seat| higher seats of learning maintain 


To 


reach 


coverage. 


this war. 


“everybody” 
State's lowest cost major market use The 
Record Newspapers, Troy's sole dailies. 
One rate of only 12¢ per line buys full 


Troy-Made Shirt, 1943 Model 


ITH needle and thread, Troy’s famed textile plants too are fighting 
Typical is Cluett, Peabody & Co., world-renowned shirt- 
makers, who in addition to civilian wear are producing gas masks, Army 
and Navy apparel. 


Troy's thousands of needleworkers, always “good earners,” are making 
more today than ever before. Payrolls and employment in this metropoli- 
tan center of more than 115,000 consumers are at all-time peaks. 
stay that way, too! When the boys and girls come victoriously home, eager 
to ship into civies once again, they'll keep 
for a long, long time. 


New York 


Trojans’ nimble fingers flying 


THE TROY RECORD 
THE TIMES RECORD | 


J. A. Viger, Advertising Manager 


Roberts 


H. Armstrong 


They'll 


|minute spot 


MAY NEWSPAPER LINAGE AT A GLANCE 


LT 


GAIN AND LOSS PERCENTAGES - 52 CITIES 
f » ° 
MAY 1943 + 1942 LOSS GAIN 
CLASS IF I CATIONS -20 -10 0 10 20 30 40 
RETAIL -0.8% | ‘ 
Gene RAL 28.1 
AuTOMOT IVE 38.0 
FINANCIAL -0.1 
Toran Diseray 6.0 
CLASSIFIED 39.8 Se entaamenene 
TOTAL ADVERTISING 13.0 Se 
DEPARTMENT STORES 1.1 
JANUARY | = MAY 31, 1943 - 1942 
RETAIL 1.6 
SENE RAL 20.9 | = eo 
AuT OMOT IVE 20.4 ——— 
FiNANC! AL 6.8 | ee | 
Toray DiseLay 5.7 ee 
CLASSIFIED 27.8 | 
Toran ADVERTISING 10.3 | were 
DEPARTMENT STORES 4.7 | 
-20 -10 0 10 20 30 40 


May newspaper linage shows classified bumping the border with a gain of just a 

hairline under the 40% mark, compared with May, 1942. All other classifications 

gained except retail and financial, which show minute losses. The Media Records 

measurement of newspapers in 52 cities gives the financial classification the only 

loss for the Jan. | to May 31, 1943 period, compared with the same period last 
year. 


these subjects as part of their regu- 
lar curriculum, and cut down the 


' 
| 
| 


academic period from four to three) 
| the school, is enough to guarantee 


years. 

The RCA Institute, New York, is 
one of the few schools which has 
not slashed its budget and is con- 
tinuing to advertise in all metro- 
politan newspapers, as well as a long 
list of technical radio magazines. 
Copy is being slanted at high school 
students, who although subject to 
the draft, may feel inclined to take 
preparatory courses prior to enter- 
ing the armed forces. 
today, the institute will use one- 
announcements over 
Station WJZ, New York. 
RCA faculty members have been 
lost to the draft. 

Defining electronics generally as 
the application of the principles and 
devices developed in the field 
radio to the broader fields of elec- 
tricity, RCA contends that televi- 
sion will be “ready to go after the 


Beginning | 


Many | 


war” and that many men will be 
needed to operate television sta- 
tions. This factor alone, points out 
a peacetime boom for the 
reputable trade schools. 


RTI Trims Schedule 


William J. McDonald, president 
of Radio Television Institute, New 
York, points out that his organiza- 
tion has not lost sight of the value 
of consistent advertising although 
due to wartime problems it has 
been necessary to slacken the pace. 
This school has been a consistent 
small space advertiser in the New 
York News and several technical 
radio magazines. Under Army con- 


more 


| tract RTI is currently training large 


of | 


numbers of signal corps men in 
addition to its regular. student 
roster. The school is considering 


publication of a house organ which 
would serve to keep former students 
in touch with one another and more 


ST. 


NEW YORK 


LOS ANGELES 


Radio Stalio Ht 


XOK 


LOUIS, 


BLUE NETWORK — 630 KILOCYCLES 
5000 WATTS — FULL TIME 
Owned and Operated by the St. Louis Star-Times 
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or less serve as a sales presentation. features, spreads and full- page| with a manufacturing capacity in| Synthetic rubber “is here to stay,” 


Intensive postwar plans are being 
made with special emphasis on tele- 
vision. 

The Bronx School of Welding 
may be depicted as typical of the 
many welding schools now in exist- 
ence. F. E. Brown, head of this 
organization, said, “All welding 
schools are distressed and advertis- 


ing has been practically eliminated. | 
There are many contributing factors 
to the dearth of enrollees, but the 
two main elements are the free! 
courses made available by various 
iefense plants and the uncertainty 
in the minds of men concerning the 
many selective service directives on | 
draft status.” 

Mr. Brown pointed out that dur-| 
ng the last three weeks 33 enrollees | 
yut of 40 quit their welding course 
due to the latest draft listing which | 
exposes Married men with or with-| 


out children alike to armed service. | 
He declared that the average man| 
who is fit to handle the cumbersome | 
and weighty welding equipment is| 
fit enough to be in the Army—| 
and is. 


| 


“Starving to Death” 


An appeal to the Smaller War| 
Plants Committee for work under 
sub-contracts proved useless, said | 
Mr. Brown. “I’m dismantling my | 
plant now and if nothing happens | 
very soon I’m ready to go to work | 
in a defense factory myself. There | 
are five reputable welding schools | 
in this vicinity, all capable of pro- 
ducing first-rate welders—and like | 
myself they are starving to death.” | 

The New York Technical Insti- | 
tute is pinning its hopes on married | 
men with children and what little | 
advertising it does features indus- | 
tries that will be thriving after the | 
war, such as refrigeration, televi- | 
sion and aviation. Small space is 
being used in several metropolitan | 
dailies and various technical radio | 
magazines. 

Citing free training programs as 
its main problem, the Brooklyn and | 
Queens YMCA trade school, oper- | 
ated by the Bedford Branch, is! 
anxiously looking for new students. 
It had a little nibble from women 
last year, but now most of them are 
flocking to free government-owned 
trade schools or to defense factories 
where they receive a_ trainee’s| 
salary. 

The Victory Institute, a licensed | 
school in New York which teaches | 
practical shipbuilding, is advertising 
a “big need for ship-fitters—ship- 
ping, caulking, flush riveting, sheet 
metal and layout inspection,” with 
no previous experience necessary. 
The Institute offers a complete 
training course in 35 hours which | 
will enable men over 21 and women 
20 to 45 to earn as much as $1.20 
per hour. 

The tribulations of vocational 
schools in this area are by no means 
unusual, industry sources assert. 
Trade schools throughout the coun- 
try—with the exception of a handful 
which have managed to secure war 
work on their own, or have tied up 
with local industries or training 
programs—are being hit hard, but | 
without exception they anticipate 
an upsurge of substantial propor- 
tions when the war ends. 


Libraries Association 
Elects Officers 

Delphine V. Humphrey, librarian 
of McCann-Erickson, New York, has 
been elected chairman of the na- 
tional group of the Special Libraries 
Association, New York. Mildred 
Tree, Campbell - Ewald Company, 
Detroit, has been elected vice-chair- 
man, and Rita Allen, Newell-Em- 


mett Company, New York, secre- 
tary. 
TOUR POST-WAR SALES GUNG BE 


because it’s one of the 
two indy stries thet will 
came out of the wor 
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INVESTIGATE THE DIESEL INDUSTRY 
| How 


DIESEL PROGRESS 
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Special Sections 
Herald Synthetic 
Rubber Production 


Houston, 
special 
material 


Tex., 


heralding the occasion, 


June 30.—With | 
advertising and promotion 


advertisements of Goodyear, Good-| excess of 800,000 tons annually, 


rich, General, Firestone and other | 


rubber companies, as well all 


as 


major oil and industrial companies | stockpile. 
_ that have had a part in develop-| boast eight plants ready to produce 
ment of the Texas rubber program. | synthetic 


The Baytown plant 
tribute 30,000 


will 


rubber or its 


con- 
tons to the huge | gets into full swing. 
In all, Texas will soon 


essential 


he said, and may be expected to 
fulfill many needs when production 


American Type May 


|The Houston Chronicle added 25| components. With two plants in| Make Other Lines 


pages to its regular makeup for the| Louisiana and one in Arkansas, the 
have a_ potential 


| output of 413,000 tons a year—more | Founders, Elizabeth, N. J., approved 
than half of the entire goal set by 


| occasion. 


Companies Share Work 


The new Baytown plant, which 
| will produce Buna S, was built by 


Texas formally launched production | Goodyear but will be operated by 


this week of synthetic rubber at a 
new Baytown plant—one of eight 
which will help the Southwest pro- 
duce half of the nation’s stockpile. 

The “American - Made Rubber 
Day,” set for Monday by 
Coke Stevenson, saw a_e special 
cities 
and Baytown. Three Houston dailies 
each carried approximately 25 extra 
pages of advertising and promotion 
material featuring all major tire 
manufacturing companies and tie-in 


| advertising. 


The Houston Post and Press ran 
special sections with illustrated 


General Tire & Rubber Company. 
A Port Neches plant, built by Good- 
|rich, will soon be ready for pro- 
| duction, 


| Southwest will 


Secretary Jones. 


FUTURE TIRES MAY 
OUTLAST CARS—EGLOFF 


Detroit, June 29.—Synthetic rub- 
ber tires of the future may well 


with Goodrich operating | outlast the automobiles for which 


) one 60,000-ton unit and Firestone| they are manufactured, Dr. Gustav 


unit. 


is near completion. 

| Secretary of Commerce Jesse 
Jones, speaking from Washington, 
D. C., over a state radio network, 
told a special dinner meeting here 

| that by the end of 1943 the nation 

will have a completely integrated 

| rubber industry which can fill all 

| essential military and civilian needs, 


Gov.| operating an additional 60,000-ton| Egloff, director of research, Uni- 


A 60,000-ton plant in Hous-| versal Oil Products Company, Chi- 
celebration in Houston and the tri-| ton, being constructed by Goodyear, | cago, 


area of Goose Creek, Pelly | 


said here yesterday. 
Addressing one of a series of 


| regional conferences of the National 


Association of Manufacturers, Dr. 
Egloff said these future-day tires 
may have a minimum life of 100,000 
miles, and that new metal alloys 
and manufacturing techniques also 
may be expected to extend the life 
of peacetime cars. 


| At the annual meeting last week, 
|stockholders of American Type 


|} an amendment to the charter which 
| would permit the company to 
branch out into new products in 
the postwar era, provided it is 
deemed feasible. 

It was emphasized that the com- 
pany plans no slackening of activity 
in its normal lines, which include 
principally the manufacture of 
printing presses and type, and that 
any new products would be supple- 
mentary. No specific new products 
were named, but it was said the 
company’s research department is 
considering several. 


Takes New Post 

James G. McDonald, journalist 
and radio news analyst, has been 
appointed adviser to the Blue Net- 
‘work on postwar relations. 
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THE MEYERCORD CO., CHICAGO 


World's largest manufacturer of Decalcomania 
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. terial for house organs, cartoons and| company’s complaint files; (6) get for some companies may arrive long | opportunity are open to all. He be- 
ae War Peacetime strips visualizing important| out into the field for first-hand data | before the war is over due to|lieves, however, that industry is 
ee ’ thoughts to war workers, and sim-| about problems which customers are|changes in the war program. For|closer now than at any time in a | 
mm Jobs Outlined af 


| ilar material. The major played a| facing; (7) study the editorial pages |that reason, he said, it behooves|dozen years to cooperation with re- 


Sees Need for Planning 


recording made by a soldier on the! of papers in the market—follow the every business organization to be|sponsible government. 
| North African front and sent to this| editors and you won’t go wrong. | ready to carry through the transi- 
country to be used in war plants.| Progress being made by the WPB | tionary period. 
He also screened a Signal Corps| War Production Drive was reported; “From a marketing point of 
motion picture visualizing an in-|by William F. Todd, chief of the| jew” he suggested, “we must i 
vasion action and stressing the im-| field service section. With appoint-| 4uqy old mz nd explore new | Although John May, vice epee i 
aan's naan | —- |Stuady old markets a p ident and general manager, Ameri- 
portance of care and accuracy in the|ment of T. K. Quinn as director | nes. We must build up our means . -eled 
aa : . ies . ‘ Sican Steel & Wire Company, first 
‘Voice of Industry’ production of war equipment. All| general of the drive, a greater effort | 
° be ; ae - : a _|build up our sales personnel. Our|postwar planning at this time, he 
Has Vital Postwar © #¥ war plant program number ,of labor-management om-|savertising program must be ready fold the conference he is now more 
ase t ducti te and meet| With our story and must stimulate impressed with its necessity. At 
Role, Mercready Says | Seven Wartime Copy oanen pore we Ogee wage ge in the |Our market—and on time.” present the activity consists of ana- 
| To be really useful today, indus- \first half of the year. Mr. Todd ex- The postwar planning being done | lysing the sales and distribution or- 
By RALPH O. McGRAW | trial advertising must become a par‘ | plained that through these commit-|by various government agencies in | ganization in regard to its probable | 
Cleveland, June 29.—Just as in-|of the country’s war machinery,|tees a channel is provided for the| Washington was reviewed by Ar-/fitness to meet postwar require- 
dustrial advertising has done a good| Walter Painter, vice-president,|jdeas and energies of both labor|thur W. Pearce, postwar plans edi-|ments market research to detect ( 
job in promoting the war effort, so| Power Plant Engineering, told the|and management in improving tech-|tor, Modern Industry, who ex-|shifts and development of new buy- ( 
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| this materia] is available for use in | is being launched to increase the | of distribution and sales. We must|jooked lightly upon the need fo: 
will it take its place in the postwar| conference. He urges his listeners| nical methods and quality of work,|Pressed the opinion that the coun-|ing power, product research to 
era, a oeline peacetime nd to talk with users of their products | and to conserve Bans coe By Other |try will enter the postwar period | measure the company’s line in rela- 
Herbert V. Mercready, retiring| and find out what their problems| activities successfully undertaken|With little more than the studies|tion to probable demand; and pro- 
president of the National Industrial| are, and then give them helpful in-|have served to increase health and|NOW available, but without amy spe-| motion and advertising to cov er the \ 
Advertisers Association, told the as-| formation through advertising. To|energy and to improve attendance |Cific plan of action. We will con-|markets and support the sales | 
sociation’s central regional wartime | prepare that kind of advertising he|and the understanding of workers|tinue to operate, he said, on the ba- effort. 
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all-day meeting which had for its| the company’s data files; (2) find number of administration officials |Crobaugh, chairman, Department of 
theme: “Industrial Advertising’s| out what the sales-service depart- ; have a healthy respect for private Marketing, Fenn College, said there 4 
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arranged by 
Frederic I. Lack- 
ens, advertising 
manager, The 
Hays Corpora- 
tion, Michigan 
City, Ind., chair- | 
man, and Allen | 
P. Colby, adver- | 
tising manager, 
National Supply 
Company, To- 
ledo, co - chair- | 
man, both retir-| 
F. |. Lackens ing ‘vice « presi- | 
dents. Mr. Lackens was elected 
a president of the association (AA, 
“a June 28). 
In reviewing the work industrial 
4 advertising has done during the 
war, Mr. Mercready pointed to its 
peculiar fitness as the voice of in- 
“4 dustry to create a better under- 
—_ standing of business and its prob- 
+ — lems and objectives. “Wherever 
es there is a need for the news or 
. knowledge of industry and the 
things industrial to be disseminated, 
there is the place for industrial ad- 
vertising, and there is where indus- 


Discuss Postwar Planning 
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: ee trial advertising people can, must, 
a and will be found,” he said. 
i Army Puts on Show Now you take R. H. Macy ... not mustache, spinning top, periscope, 
; a The mecting wes given a dramatic that anyone does, of course. A few etc. and a game. The kids paid two 


account of what the War Depart- 
ment’s industrial services division 


years ago everybody went around 


bits to get in, but left starry-eyed, 


' saying how sagacious Macy’s was. with so much loot that many forgot f 
is doing to improve public under- jae. . ‘ ‘ “8 S. Cl hie f 
standing of the war, by Lt. Col. Lately you have heard more about to proposition Santa Claus—a big 
Keith L. Morgan, chief, manage- Roosevelt, Churchill, Montgomery, break for the parents. c 
ment branch, and Maj. William C. ce. al The } is where we came i 
McKeehan, chief, graphic and plans etc. .. . but Macy’s is still smart 1€ loot Is where we came In. 
division. The current objectives of | specially at Christmas time! Einson-Freeman furnished the seven 
the division’ k are to get le | sagen tie 
. e division’s work are to get people ‘ — te ' , i 
eg to realize that this war is ; arsenal Most big stores stock toys and toys and gadgets, plus the games, ' 
§ war—man for man, woman for wo- some second-hand Santa Clauses. each in a separate envelope—at a It was a twelve-page comics book a 
| en ‘enploined. To this ak aes Macy’s goes show business, but big! price that left Macy’s no complaint. about the Lucky Jingle Piggy, who 
thing possible is being done to show | Last year they gave a couple of The Macy show was S.R.O. from organized all the toys for war work, 
the public what the war problems ’ . turkey day a . . 
: - : “space to; ’$ : urkey day to Christmas Eve. stamps and bonds. Laugh if you like 
are, what is being done on the fight- | a of floor sp ~ va 1 mystic _— ) ? tamps and gnity ul Zz 
ing and production fronts, and how | entitled “Pirates Treasure Hunt. but the younger generation took it 
every effort of civilians can help. The kids came in at Pier 21, stopped Sears Stores tries tomake friends straight—by the hundreds of thou- 
Major McKeehan demonstrated : : : > P , 
some of the vehicles being used in at Davy Jones’ Locker, Skeleton and influence the young people at sands! A cardboard piggy savings 
the educational work, including | Island, Captain Kidd’s Ship, Ali Christmas time, too. Last season they bank was part of the act. 
specialized posters for various indus- |} a < ‘ : ; . ° 
tries, plant streamers, jumbo com- | Baba’s Cave, etc.—seven stops in wanted an attraction to bring the A broadside and explanatory 
muniques reporting to plant work-| all. There was a show at every stop, kids to their toy department. And letter for store managers, postcard to 
ers on the performance of the war ‘ . — = . te ‘ : , ' a? 
equipment they produce, booklets anda present—pirate’s hat, earrings, E-F obliged witha special promotion. Santa Claus for visitors, completed 
and pees of facts soeeeding the the ensemble. The store indicated 
war, human interest otos, ma-| : : an a 
P | quantity desired, and put his X on 
the dotted line. The cost of this kid 
promotion was astonishingly low. 
Results—sensational! Ask Sears! 
e 
=e Murer Har Co. makes hats s 
SEI: \ for boys. Boys haven't been partial 
a . * )) P ; re . y 
ok Ne ty to hats of late years. To heighten the 8 
demand for headpieces among the 
juveniles, E-F prepared a series of 


PAUL H. RAYIMER CO., norione! Sales Representer 


giveaway paper toys and games—a 
cardboard blinker for sending mes- 
sages in code; commando periscope, 
Dick Tracy detective kit, a bomb- 
sight, and other devices, each with 
a game plan, instruction book. One 
item went with each hat. 
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gardless of attempts at price con- 
trol. 

Making things isn’t going to be 
so much of a problem as is the prob- 
lem of marketing them fast, cheaply 
and soundly, asserted Edwin L. 
Andrew, vice-president, Fuller & 
Smith & Ross, Inc. The money 
doesn’t come in to meet the payroll 
until the goods are sold, he empha- 
sized in stressing the importance of 
planning advertising and _= sales 
activities for the postwar period as 
contrasted with the customary talk 
of the day on the need for main- 
taining production in order to give 
full employment. 

“Where is your sales force?” he 
queried. “What has become of the 
drive of real selling in the salesmen 
you’ve been using as service men? 
Where are your manufacturers’ 
agents? What has become of your 
warehouses, your dealers and job- 
bers? Do you anticipate that they 
are waiting for you with open arms, 
on the same terms, with the same 
policies, and the same loyalties they 
once gave? Don’t forget that they 
are hungry for action, and that 
other companies are making quiet 
plans to get into your field with 
flashy new products, perhaps bear- 
ing famous names, and with sales 
policies that are going to sound 
mighty attractive.’ Mr. Andrew 
ventured the opinion that it is going 
to be ten times easier to get back 


to regular operations manufactur- 


ing-wise than marketing-wise. In 
talking about postwar advertising, 
he said surveys indicate that post- 
war copy is very welcome, provided 
it is evident that the advertiser is 
thinking of postwar in terms of the 
jobs he is trying to make for the 
reader. “Product advertising is bet- 
ter written from the ‘you’ stand- 
point than the ‘we’ standpoint,” he 
declared. 

Against a background of advertis- 
ing proofs which filled an entire 
wall of the meeting room, R. A. 
Brewer, vice-president, MacManus, 
John & Adams, Inc., told the story 
of “The Dow Chemical Company’s 
Advertising in War and the New 
Peace.” The war has effected only 
superficial changes in Dow advertis- 
ing, he pointed out, because the 
basic philosophy that has guided 
Dow’s public appearance in print 
remains steadfast as it is founded 
upon the principle that more goods 
are sold on the strength of a good 
reputation than for any other rea- 
son, including price. Dow, he said, 
is steadily going about the business 
of building an enduring reputation 
and advertising is assigned to a 
major place on that program. 

Dow believes in the fullest utili- 
zation of business and industrial 
publications to do the spadework in 
sultivating markets. In the past 
seven years it has increased the 
qumber on the list from 98 to 226, 


330%. This also represents more 
pages as well as more publications, 
the number for this year reaching 
1,452. Dow copy in the business 
press is specific and designed to do 
an informative and sales job. Its 
advertising in general media is 
aimed to create a favorable impres- 
sion of the company as to its over- 
all operations and contributions to 
the needs of industry and the wel- 
fare of mankind. 

“If you can see to it that the com- 
pany you work for, the clients you 
serve, the advertisers or agencies 
you contact, are building, building 
sanely, honestly, that their house is 
held in high regard, you can face 
all present and future problems 
with assurance,” Mr. Brewer said. 


Two Join K&E 


William Rienecke, formerly art 
director, Geyer, Cornell & Newell, 
New York, has joined Kenyon & 
Eckhardt in a _ similar capacity. 
Robert D. Wolfe, who joined the 
agency in 1941 as radio producer, 
has been appointed assistant radio 
director. 


GE Appoints Ayer 

General Electric Company, Sche- 
nectady, has appointed N. W. Ayer 
& Son, Philadelphia, to handle the 
advertising of industrial electronics 
for the apparatus division of GE’s 


Private Lines 


The heat, both natural and politi- 
cal, of Washington will shortly send 
Congressmen away to recess. Pro- 
ponents of paid government adver- 
tising and/or subsidies to news- 
papers and radio stations expect 
that their cause will be strength- 
ened by the renewal of political ties 
between the representatives and 
their constituent media. 

* * * 

The feud between the radio in- 
dustry and James Lawrence Fly 
continues apace. Fly, who before 
his ascension as chairman of the 
Federal Communications Commis- 
sion had the unusual background 
of the Naval Academy, Navy duty 
and work as a government lawyer, 
is resourceful and wary. But he 
has not hesitated to lash out at the 
networks and the industry’s asso- 
ciation, the National Association of 
Broadcasters. At his weekly press 
conferences, he flicks many a raw 
nerve. 

~ + * 

Waiting for clearance are WPB 
paper reduction orders affecting 
catalogs, sales manuals, house or- 
gans, and a further amendment to 
the greeting card order. The paper 
situation continues to be precarious, 


‘epresenting a dollar increase of | Industrial Division. 


and officials are very pessimistic. 


Well dressed kids today are wear- 
ing hats—and you will probably 
find that the hat came from Miller. 
But the incentive that sold the hats 
came from Einson-Freeman! 


By ruis time you may have the 
idea that Einson-Freeman specializes 
in the youth group. Not, however, 


exclusively! Scrutinize Exhibit 5S, 
shown somewhere on these pages. 

As you know, distillers may not 
give away premiums (it’s illegal!). 


LH incOBRicip,y ince 


STARR & BORDEN 


Schenley’s discovered there was 
quite a market for home bars. Some 
of these domestic thirst-centers were 


jewelers’ jobs, and cost like the 


Kohinoor. The least expensive was 
still plenty expensive. So E-F devised 
for Schenley a knock-dewn card- 
board bar, chest high, capacious 
enough to house a moderate cellar, 
strong enough to support a bar fly. 
It has a beautiful wood finish that 
would fool a termite, is good looking 


enough for the stately homes of 


England. The price to the consumer 

was $1.00, packed for shipping. 
The original order has upped 

250%. The bar is still going strong. 


Paper and board are just so 
much raw material, or so much junk. 
Paper and board plus a pleasing 
idea, can be a customer-coaxer, a 
good will token, a useful utensil o1 
device areminder,an advertisement, 
Einson-Freeman manufactures 
ideas. Paper, board and ink just 
happen to be the materials we know 


best. While display is still our first 


love and bread and butter, E-F 
produces premiums, prizes, toys and 
gadgets . . . that put profit into 
paper —for you as well as for us. 
Uncle Sam is our first customer 


today. After him, you come next. 
We have plenty of ideas that the 
government can’t use —but a good 
merchandiser can! 

If keeping customers interested, 
attracted and assured is one of your 
problems today, we may have a 
solution in paper that spells profits. 


Call us any time, at any office. 


AVENUES, LONG ISLAND CITY, NEW YORK 


es 


lous | ;rHOeRAPHERS 


Magazines, which are said to have 
lived fairly well within the quotas, 
are expected to eke through the 
third quarter, but prospects for a 
cut-less fourth quarter are not 
bright. 
* * ca 
Civilians may not see them for 
some time, but the Army Quarter- 
master Corps is procuring a new 
type of piano—using only 35 pounds 
of metal—for use of special service 
units here and overseas. Substitu- 
tion of laminated plywood saves 150 
pounds of metal per instrument and, 
says the Corps’ buyers, eliminates 
“the slight metallic sound discern- 
ible in most instruments.” The 
piano is packed in a waterproofed 
case and has a stool attached per- 
manently to the base. 
* * ak 


The New Jersey Restaurant As- 
sociation has jumped into the furor 
over OPA ceilings and diversion of 
grain to hog feed by farmers who 
would rather convert it into meat 
than sell to brewers at the $1.05 a 
bushel ceiling price. The associa- 
tion is asking all 200 restaurant 
groups to protest the ceiling and 
give the brewing industry a much- 
needed boost. 


J a 


Although officials of the Office of 
Defense Transportation are very 
much disinclined to discuss the 
subject, travel rationing is looming 
larger than ever. More and more 
complaints are being received 
concerning the congested condition 
of the transportation lines, many of 
them from government officials and 
business men having important war 
business relations with the govern- 
ment. A growing problem is the 
increasing number of women who 
are traveling to visit relatives and 
friends, who never before have had 
the extra money for a pleasure trip. 


* * * 


Some of the makers may decide 
differently, but “vest-pocket” auto- 
mobiles—small and lightweight, and 
using high-octane, heavily taxed 
gasoline—are confidently predicted. 
Dr. C. M. Larson, chief consulting 
engineer, Sinclair Refining Com- 
pany, told a Cleveland meeting re- 
cently that the postwar cars will use 
fuel now available for military air- 
craft and motorized equipment. 
The 100-plus octane gasolines, he 
believes, will force engineers to de- 
sign Diesel engines which will get 
the utmost out of low-octane fuels. 
He expects Diesel fuels to be on 
the critical list by 1944. 


Manufacturing plants west of the 
Rockies will add an important new- 
comer in August, when operations 
may be started at the first of three 
blast furnaces at the huge Geneva 
Steel Works, being constructed for 
the government near Provo, Utah, 
by Columbia Steel Company, U. S. 
Steel subsidiary. The plant, by far 
the largest integrated steel mill west 
of the Mississippi, will provide steel 
for Pacific Coast war shipbuilding 
needs. 


Assumes New Duties 

Norman Jervis, who has been 
with the design department of 
Sweet’s Catalog Service, division of 
F. W. Dodge Corporation, New 
York, for the past eight years, and 
was previously connected with Tezx- 
tile World and with William Green 
Corporation, has been appointed 
catalog consultant in Sweet’s New 
York offices. 


“Bet you WFDF Flint Michigan 


can't match her coverage!” 
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Downing in New Post 

Charles E. Downing Jr., formerly 
advertising manager, New England 
Coke Company, Boston, has been 
appointed merchandising and ad- 
vertising manager, Graton & Knight | 
Company, Worcester, succeeding | 
Edward Morris, now midwest dis-| 
trict manager for the company. Mr. 
Downing will also assume the ad- 
vertising work handled by Tyler 
Cox, who becomes assistant. to the 
sales manager. 


Young Elected to Board 
Hugh F. Young, vice-president 
and assistant general manager of 
The Copp Clark Company Ltd., 
Toronto publisher, has been elected 
to the board of directors. He has) 
been with the company for 36 years. | 


Need of Market 


| will reduce the probability of de- 


ADVERTISING AGE 


to spend the considerable 
necessary to support a continuous 


system, based on the market panel, 
we will know where we are going 
at any time,’”’ Mr. Blood said. “‘Thus, 
'the most important instrument 
' needed to free enterprise from busi- 
| ness cycles and consequent govern- 
mental intervention, lies within its 
own reach.” 

Mr. Blood also declared that the 
|} hope of men and women thrown 
out of employment by the develop- 
ment of new machinery is in the 
| distribution system which “cannot 
Detroit. J 30 A — be mechanized.” 

etroit, June — compre- | 
hensive and continuous system of | Service Selling Expanded 
market research and analysis by in- “The reduction of costs by the 
dustry, along with expansion of| manufacturer had arisen largely 
servicing and selling operations,| from mechanization,” he continued, 
“and that had displaced men. The 
pressions and provide more than! expansion of servicing and selling 
15,000,000 soldiers and war workers | operations, however, put these men 
with ample employment opportuni-| back on the job—not in the factory 
ties after the war, Howard E. Blood,|—but in the distribution system, 
president, Norge Division of Borg-| which can’t be mechanized. Men 
Warner Corporation, told the Mich-|engaged in servicing and selling 
igan postwar conference of the Na-| products are safe from being 
tional Association of Manufacturers| mechanized out of their jobs again. 
here this week. “Their function is to keep the 

Speaking as chairman of the as-| men behind them in the factory on 
sociation’s postwar distribution! the job by pressing the movement 


Study Stressed 
at NAM Meeting 


Will Aid Employment, 
Norge President 
Tells Conference 


| committee, Mr. Blood declared that| of goods. Thereby, they earn enough 
\“we can maintain a stabilized high| money to take up their own share 


consumption economy in which the|of fhe goods. If we propose to 
15,000,000 men who will return from | change the proportion of manpower 
the Army and come out of the war | devoted to services, we must give 
plants, will not be a burden but an| the public two choices; either to ac- 


“If enough industries are willing | as at present, or to demand more | 
sum | goods and less services. 


and comprehensive market analysis | 


opportunity.” 


cept more services and less goods, 


) 
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Meet Casey (pronounced K.C.) he’s one of the 
most important “gents” in the “Heart of Amer- 
ica.” He represents 51% of the heart-beats in 
the Kansas City market—those persons living 
in cities, the urban pe pulation. But remember 
—Casey provides only one side of the story! 


~~ 


Q\ 


Meet Kansan—he’s the other side of the story. 
He represents 49% of the heart-beats in the 
Kansas City market—those persons living on 
the farm. To “snub” him cuts the effectiveness 
of the media, or the advertising campaign, right 
in half! 


‘is For example—cover up either side of the following story (along the gray 


line), and the message, although coherent, is still only 50% complete. 


KMBC is FIRST* with urban audiences, and 
many times it has been proved that 

KMBC gives these listeners what they want— 
a full-time news reporting staff, 

the tops in a sports personality, 

plus exclusive national name shows, thus 


filling the “likes” of a 51% urban audience! 


*Latest Conlan survey (No. 21 — December, 
1942) of Greater Kansas City again ranked 
KMBC first in all-over audience—more first- 
place quarter-hour periods, day and night, than 
any other station. 


KMBC is FIRST* with rural audiences for 
listeners tune to personalities, not stations— 
KMBC’s “personalized” news service with 
the only full-time farm division, a complete 
home service department—network 
personalities to warm the Heart of America, 


thus serving the needs of a 49% rural audience! 


*Conlan survey at Missouri and Kansas State 
fairs (Summer, 1942) gave KMBC 350% more 
listeners than the nearest competing station— 
as many listeners as all other stations named, 
a total of twenty-five stations! 


KMBC 


OF KANSAS 
FREE AND PETERS, INC. 


cIiTY 


SINCE 1928—THE BASIC CBS STATION FOR MISSOURI & KANSAS 


For the} 
services to which it has presently 
become accustomed, the public gives 
up some of the goods that it would 
have had at the same price.” 

Mr. Blood said that it was argued 
by several other members of the 
association’s committee studying the 
problem that this extensive servic- 
ing of goods was evidence of a high 
standard of living. The higher the 
cost of distribution services, they 
said, the higher the standard of 
living. 


“Highly Practical Function” 


“In this light,’ Mr. Blood con- 
tinued, “advertising is seen to have 
a highly practical function in keep- 
ing the goods and services moving. 
An opportunity for decreasing costs, 
however, seemed to lie in the great 
variety of goods which are offered. 
If the variety were cut down by 
standardization, the costs would be 
less.” 

Stressing the vital importance of 
market research to industry and the 
national economy, Mr. Blood said: 
“I do not mean advertising or sales 


research in the narrow sense. I 
mean tracing the movement of 
products and the movement of 


money—which is the hire of cap- 
ital of men and of materials—to 
the point that where that money 
catches up with the goods which are 
its equivalent and takes them out 
of circulation. 


Praises Consumer Panels 


| “I know of nothing I would more 
earnestly recommend to manufac- 
turing enterprise than an attitude 
towards market research as gener- 
ous as we have shown in the past 
| towards laboratory research. 
“Probably the most effective in- 
strument in this market research is 
the consumer panel method. It has 


HOME-GROWN 


Youu MEAT 
RATION POINTS 


Raise Big Broilers in a Few Weeks Time 


in Yow Own Backyard! 
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Fe ALLINLONE MASH 


A new note in poultry feed advertising ( 
is this full-page newspaper copy placed ‘ 
by Potts-Turnbull Co. for Superior Feed 
Mills, Oklahoma City. Sufficient mash 


now reached a point of development 
which would warrant a manufac- 
turing subsidy of the necessary mil- | 
lions to establish a panel on a large) 
operating scale. Such a panel would 
give for each economic or social 
‘class throughout the country the 
| differentiated demand for all classes 
of consumer goods and the current 
changes in consumption habits. 
“We need such market analysis to 
find out what the war has done to 
| this country. That is its immediate | 
value. The long term value which | 
I now want to propose for attention 
|is that it may well be a practical 
regulator of business cycles. 
| “Wecan keep production balanced | 
| against consumption only by know- 
| ing what the consumer wants and| 
|is able and willing to pay for, at 
|any moment; and what he is going 


| to want over the period for which| AFA Elects Members 


| we must plan. And that is to be 
found only from one dependable 
source — a comprehensive panel of 
the consumers themselves.” 


SPEAKERS STRESS 

FREEDOM OF INDUSTRY 
Cincinnati, June 29. — Accom- 

plishments of American industrial 

and scientific ingenuity were pointed 


1 
for feeding is “reasonably assured’ all 
who want to raise their own chickens, ; 

the ad points out. t 

I 
out as fruits of a free enterprise I 
system by several business execu- V 
tives who spoke here last week at t 
the first of the regional conferences I 
on postwar planning under sponsor- s 
ship of the National Association of t 
Manufacturers. f 

The necessity of allowing indus- 
trial and scientific initiative freedom 0 
to function in development of new V 
products and new markets in the a 
peacetime era was stressed as a pre- n 
requisite for high employment and V 
active business operations. h 
“With the ending of the war, all c 
this wartime development will be t 
channeled into peacetime pursuits,” c 
William P. O’Neil, president, Gen- ti 
eral Tire & Rubber Company, Ak- t 
ron, said after citing great strides Oo 
made by industry in the war effort. e 
He pointed to accomplishment of te 
American scientific research in b 
overtaking Germany in develop- 
ment of synthetic rubber and in 
developments in the field of plastics 
and other types of research. Fur- a 
ther, he added, 95% of oil dis- n 
coveries throughout the world have c 
been made by Americans. a 
William Sykes, president, Inland r 
Steel Company, Chicago, and chair- F 
man of the NAM postwar commit- k 
tee, urged that each company pre- fi 
pare plans for its functions after the th 
war, including “what old products ft 
|}and what new products it will make, th 
how it will sell its products, how b 
many jobs it will provide.” r 
‘ 
r) 
The following have been elected . 
} membership in the Advertising it 
Federation of America: Adam Hat D 
| Stores and Lennen & Mitchell, New tr 
| York; Bohemian Distributing Com- in 
| pany, Los Angeles; Station KHMO, sh 
| Hannibal, Mo.; Consolidated Broad- ar 
casting Corporation, Long Beach, al 
Cal.; and Eastman, Scott & Co., it 
Atlanta. 


‘Load her up with more Golden Wersding. Joe—she 
makes a swell substitute for our drafted Bellhops’’ 


S. Finch & Co., Inc., Schenley, Pa 


A blend of straight whiskies—86 proof. jos 
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Good House’ | 


Scores Timing Hit — 


with Canning Film — 


New York, June 30.—Released | 
at the very time when national food 
production has reached a crisis and | 
interest in the subject is at fever | 
heat, “Canning the Victory Crop,” | 
the new Good Housekeeping sound | 
color film, may have a_ record-| 
breaking circulation, with the gov- 
ernment participating through many 
departments and agencies, along 
with department stores, manufac- 
turers and other commercial inter- 
ests. 

The first showing of the film, by 
Gimbel’s, has been promoted to New 
Yorkers with newspaper advertis- | 
ing, and attendance has been large. 
Department stores all over the| 
country have booked showings, and | 
in Many cases newspaper coopera- | 
tion has been established. The 62 
prints of the film which have been | 
produced for Good Housekeeping | 
will be kept busy, while many more, 
turned out for the government by | 
Eastman Kodak Company, will be} 
shown by county agents, OPA ra- 
tion boards and numerous other of- 
ficial agencies. 

Don Curtiss, promotion manager 
of Good Housekeeping, who de- 
veloped the idea for the film, spent 
a lot of time and had many anxious 
moments in Washington before he 
was able to get a priority sufficiently 
high to enable him to obtain Koda- 
chrome film with which to produce 
the picture. After that hurdle was 
cleared, and the first showing made 
to the Department of Agriculture, 
the Office of War Information and 
other officials in Washington, it was 
evident that the government in- 
tended to put it to use on a broad 
basis. 


| 
| 


Demonstrates Methods 


The film runs about 25 minutes, 
and explains both the’ standard 
methods of home canning, pressure 
canning for non-acid vegetables, 
and the water bath method for to- 
matoes and fruits. Miss Katharine 
Fisher, director of the Good House- | 
keeping Institute, introduces the} 
film with a statement emphasizing | 
the imperative necessity of using 
fully all of the food produced by | 
the 23,000,000 Victory gardens now | 
being cultivated throughout the 
country. Then follows a practical | 
demonstration of the correct way to | 
prepare and process foods by the 
home canner. 

When the film was first projected, | 
it was planned to depend upon de-| 
partment stores for the chief dis- 
tribution, as they had shown great | 
interest in the subject. They will | 
show the films all over the country, | 
and have indicated that consider- | 
able promotion will be put back of | 
it. In addition, many manufactur- | 
ers directly interested in canning, | 
such as Servel, Inc., which works) 
largely through gas companies, are | 
already undertaking promotion of | 
the film. 

Industrial companies which have | 
Victory gardens tended by their 
employes are also asking for oppor- | 
tunity to display it, and arrange- 
ments are also being made by Na- 
tional Broadcasting Company to 
televise it. This will probably be 
the first time in history that a film 
produced by a magazine has been 
televised. 


Provides Local Promotion 


Paul C. Reed, in the motion pic- 


ture division of OWI, headed by) 


Lowell Mellett, is clearing produc- 
tion of the film for government 
agencies. The film was produced 
by Grant, Flory and Williams, New 
York. Others interested in showing 
the film may make arrangements 


LARGEST AUDIENCE 
in the Business Field 
(387,226, all net paid) 


Choose the 
leader... 


' through Mr. Curtiss at the New 


York office of Good Housekeeping. 


The magazine has provided pho-| 


tographs taken directly from the 
film, two 4-color posters and three 
newspaper mats for those who wish 
to promote the film in their own 
communities. Good Housekeeping 
has also published a 24-page book- 
let describing correct methods for 
canning all types of fruits and vege- 
tables. 

Because of the shortage of pres- 
sure cookers, many cities have pro- 
vided community centers where 
canning equipment will be provided 
for those who do not have facilities 
at home for preserving the surplus 
from their Victory gardens. An en- 
larged output of pressure cookers 


and other canning equipment has) 


been authorized by WPB. 


NEW EDITION OF 
COOK BOOK PRINTED 


Des Moines, June 30.—A new edi- 


| tion of the Better Homes & Gardens 


cook book, this time 
40-page war cooking supplement, 
has been printed for distribution 
through book and department stores, 
and the advance sale has already 
exceeded 15,000 copies. 

According to the publisher, Mere- 
dith Publishing Company, 1,800,000 
of the cook books are now in print. 
Included in the new edition of the 
volume are up-to-the-minute re- 
cipes, methods and suggestions for 
buying and preparing food in war- 
time. 
vegetable extenders, substitute sug- 
gestions, step-by-step canning, a 
wartime marketing guide and com- 


featuring a 


Other features are meat and | 


| 


| 


New recipes are added to the cook 
book, a loose-leaf affair, with four 
punched pages appearing in each 
issue of Better Homes & Gardens. 


Howard L. Martin, advertising 
manager in the Cambridge, Mass., 
office of John P. Squire Company, 
pork packers, has been transferred 
to the company’s advertising de- 
partment, Chicago. He has been 
succeeded at Cambridge by Victor 
Carr. 


Florists Names Grant 
Florists Telegraph Delivery Asso- 
ciation, Detroit, has appointed Grant 
Advertising, Chicago, to direct its 
advertising. Grant’s New York office 


plete vitamins and minerals charts. | will handle the account. 


Air Line Appoints 

K. L. M. Royal Dutch Air Lines 
has appointed Redfield-Johnstone, 
Inc., New York, to direct its adver- 
tising. The initial advertising broke 
concurrently with the recent open- 
ing of a new air route from Miami 
| through the Caribbean to the Neth- 
\erlands West Indies. Magazines, 
| newspapers and aviation publica- 


| tions are being used. 


Write for circular on 


ARTKRAFT 
Hot Cathode 
FLUORESCENT 
LIGHTING 


In 500 B. C. Heraclitus was cooking on the front burner 


He was the Greek gent who discovered the philosophy of change. According to him, 
everything in life is im a state of constant flux... and brother is this true today! (Look at 
Congress, or your map—-the one in your atlas, or in your mirror.) 


Heraclitus would not have liked Mrs. ‘Old Ironsides.’’ Can you imagine her 
playing badminton or joining the Waves? She was about as flexible as a WPB priority 
ruling. Thank goodness what the girls are wearing today isn’t armor plated. 


But he would have approved our ‘’Slick Chicks”’ of 1943. There's nothing to 
confine them either physically or mentally. That's a wonderful thing about flexibility... 
it helps you develop above the ears as well as below the neck line. 


You won't find any ‘mental’ corsets around the Daily News. We don't 
choose to ride a static policy through a dynamic world. That’s why every department of 
this newspaper is streamlined to change editorial and business tactics to fit new and 
changing conditions. .and we mean... “but pronto.” 


There's been a big change in Los Angeles. Today, in addition to being a city of 
sunshine, scintillating screen stars, and real estate salesmen, Los Angeles is now one of 
the world’s great manufacturing centers. 400,000 population growth in 3 years ain't hay. 
Industrial payrolls alone will exceed one billion dollars in Los Angeles County during 


1943! 


250,000 of these folks live topsy-turvy lives—we mean the 155,000 “Swing 
Shifters,” 90,000 “Graveyarders” and the 25,000 other people who work in the dark of the 
night. They're doing their jobs the hard way and the Daily News decided they deserved 
special consideration. So we gave them a special late-night edition which they could read as 
they went to and from work. 


| 
| 
| 


' 


Not wearing ‘‘mental” corsets permitted fast action. Meeting the new reading 
requirements of these hard-hitting defense workers was just another example of a news- 
paper which doesn't try to change community habits to conform to its “traditions” but rather 
to change its routines to meet the new needs of a community. 


So we called it the ‘Swing Shifter."’ It hits the streets at 22:00 o'clock (10 p.m.) 
with the latest news published by any Los Angeles newspaper. After all, these folks want 


| 


to read the latest war news, and advertisements, too. 


| Thanks to Heraclitus we're now Calif’s fastest growing paper 


The Daily News can’t win the war or decide national issues, but it does know its Los An- 


| 


geles . 


. . that’s why it is right on top of every change in this rapidly changing market 

and why it will continue to stay there. Already a lot of Heraclitine space buyers and 
advertisers have discovered this phenomenon and are changing their schedules to include 
the Daily News. 
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+ =3: 3. Registering of British con- | 
oe British Food sumers with individual stores, an : 
__ . ‘ adverse influence on chains because Ky h D f A d M 
Pins Chains Volume it places a premium on personal e lary '@) an an 
a ™ | relationships, which is the indepen- 
Drops - Nielsen | ee. aicia! anil This diary embraces the observations and reflections of one of America’s 
Chicago, June 30.— Paralleling| required to standardize on one or most prominent and widely known advertising men. It is presented in 
experience i on United States,| two packages, and consumer studies ADVERTISING AGE weekly, exactly as written, without benefit of “editorial 


food chains in Great Britain have| have — made pe Beg: 7 nay 
lost ground in the percentage of the | S¢n to determine which packages to 
total volume of business which they | Standardize on. When a product is 
are now handling, A. C. ~Nielsen|/", a supply, it 3 a ~— 
i advisé centra on e 

Company reports. Its figures are | ® ve aaa 
; ; small package, because it can be 
based on the operation of the Nil-| Spread overs. greater number 


; dealers an nsumers. In the same 
= agement of Dr. Edward L. Lloyd. eee eo all 


June 21, 


have in- 


Fifteen years ago Elmer Davis 
of OWI fame wrote a novel about King 
David, called “The Giant Killer.” In it he 
showed the Psalmist as a man who always 
got the credit for other men’s deeds—in- 


direction” of any kind. The author is glad to receive comment, but can- 
not answer letters, except as he may find it appropriate to do so through 


the column, 


war planning: 


June 25. Rubbed my eyes and read again 
this bit in a government pamphlet on post- 
“A peacetime level of pro- 
duction which approaches the capacity of 
available manpower after the war means a 


In 1938 chains accounted for 35% 


s of the total food 
= United Kingdom, 


declined to 31.1% and in 1942 to 


a 29.2%. However, 


that the British experience may be 
more extreme than that 
country for the following reasons: 

1. Wartime exodus of population | general 
from British cities, 


smaller cities, 


where the chain 
stores are less important. 

2. Lack of price advantage for 
British chains over independents. 


fashion, 


business in the 


while in 1941 it by reducing case sizes. 


creased their distribution coverage 


Nielsen suggests) Weinrich Transferred 


Otto J. 


thus favoring| branch houses, 


Louis 30 years ago. 


Weinrich, merchandise 
in this|}manager of Butler Brothers’ 
Louis branch, has been appointed 
merchandise manager of 
and will be trans- 
ferred to executive buying head- 
quarters in Chicago, July 12. 
Weinrich joined the company in St. 


eo 


cluding the killing of Goliath—and always 
escaped the blame for his own misdeeds 
and mistakes. Wonder whether Elmer ever 
sees a parallel as he surveys the Washing- 


ton scene today? 
e 


June 22. I have a friend who used to say 
that his favorite reading was a book called 
“Who’s Who, What’s He Got, and How to 
Get It” by Dun and Bradstreet. He would 
need a revised edition today. The surplus 
buying power now spread throughout the 
land is like an unworked placer mine. Any- 
body who wants to get rich need only solve 
the problem of devising something to sell, 
like a new religion, which requires no 
manufacturing facilities. 


June 23. The publications are getting 
tougher about observance of their closing 
dates, and rightly so. There is no real ex- 
cuse for nine out of ten requests for exten- 
sions. In most cases the root of the trouble 
is the failure to hold copy people to their 
advance deadlines. Because writers dawdle 
past their dates, waiting for inspiration and 
mood, everybody else who is to work on 
the job gets squeezed. It is nonsense to say 
that you can’t “get an idea” by 4 o’clock 
on Tuesday, and every experienced writer 


knows it. 
e 


June 24. Received from the president of 
a leading corporation an elaborate booklet, 
extolling in words and pictures what his 
company is doing to win the war. I sup- 
pose this is at least the twenty-fifth bro- 
chure of this kind which has come into my 
hands, and I must say that I am getting 
damn tired of them. Somehow or other big 
business always forgets the lady who did 


substantial increase over prewar standards 
of living. To reach this higher standard of 
living, consumers must be persuaded to 
buy more things than they have ever had 
before. . . This calls for better market an- 
alysis, more sales research, more imagina- 
tion and ingenuity in developing new prod- 
ucts or new markets for old ones, more 
strenuous efforts to improve promotion and 
distribution methods.” Who let this wolf 
into the New Deal sheepfold? 


June 26. Not being a Catholic (with a 
capital C, but I hope with a lower case 
one), I have never had occasion to know 
any of the black-robed Sisters of that faith. 
Indeed, I was raised to think of them as 
completely withdrawn from this world. 
But recently, having established a hat-tip- 
ping acquaintance with some Sisters of St. 
Francis who run a school in our neighbor- 
hood, I thought to learn more about them. 
So my wife and I invited four of them to 
lunch today, and they graciously accepted. 
Remembering St. Paul’s injunction we took 
a little wine for the stomach’s sake, and 
had as jolly, fluent, and human a meal as I 
ever sat to. Thus is another childish 
notion outgrown. 


June 27. One of my country neighbors, a 
hard-working, honest man, is constantly 
bedeviled by emergencies. The business of 
farming, by its very nature, has a higher 
percentage of these than does city manu- 
facturing, but this man has more than his 
share. I used to think him a child of mis- 
fortune, but now I can see that he creates 
most of his troubles by a plain lack of 
foresight. This seems to be one of the 
qualities in which men born free are not 


protest too much. 


born equal. 


Whitney Company Buys 
‘American Cookery’ 


Whitney Publishing Company, 
New York, publisher of Interiors, 


.. ~~ 
; CC SUM 
% line Country 

_ eangeline “Ocuntry 

ai has acquired the 48-year-old home 
a economics magazine, American 
mm g Cookery. 
- Mrs. Imogene Wolcott will con- 
s tinue as editor-in-chief. Editorial 


. ’ appeal will be directed to the 40,000 
and so are 10,000,000 customers from five different states! 


|teachers of home economics in 
| schools and colleges, and to nutri- 
tionists and dietitians in hospitals 
‘and industrial organizations. 


Adds Two New Accounts 


Griswold - Eshleman Company, 
Cleveland, has been appointed to 
|handle the accounts of Standard 
| Tool Company, Cleveland, manu- 
facturer of drills, reamers and tool 
| specialties, and National-Standard 
Company, Niles, Mich., producer of 
‘flat tape, fine wire and automatic 
equipment for the metal decorating 
industry. Account executives are 
John F. Davis for Standard Tool 
and Stuart M. Strong for National- 
Standard. 


EVANGELINE AND GABRIEL, Long- 


‘Newsweek’ Opens 
Drive Featuring 
New War Service 


New York, June 29.—Newsweek 
has launched a large scale advertis- 
ing drive using full pages in 33 
leading newspapers throughout the 
country to offer a new wartime 
service which will bring editorial 
highlights of national significance to 
the normal complement of addi- 
tional readers now deprived of the 
magazines because of current paper 
restrictions. 

Headlined “What You Should Ask 
of a News Magazine,” initial copy 
deals with special information on 
submarines, the draft, rationing and 
inflation as gathered by Newsweek’s 
staff. An expanded trade campaign 
was launched simultaneously, giving 
detailed answers for the magazine’s 
rise “from 22nd to 5th place in 
advertising revenue among general 
magazines” and its circulation in- 
crease of 74% in five years. 

T. F. Mueller, vice-president and 


general manager, in announcing the 
drive also revealed that McCann- 
Erickson, New York, which cooper- 
ated in the development of the new 
program, has been appointed adver- 
tising agency for Newsweek. 


Public Shows Greater 
Interest in Railroad Copy 


The 12 eastern railroads which 
launched a coordinated drive in Oc- 
tober, 1942, have noted a consider- 
able rise in public good will toward 
their industry since the beginning 
of the campaign, the Bureau of Ad- 
vertising, American Newspaper 
Publishers Association, has reported 
in the current issue of “Advertising 
Facts.” 

Mounting public interest in rail- 
roads has been attributed to the 
high readership the advertising has 
attained as shown in surveys con- 
ducted by the Continuing Study of 
Newspaper Reading. A New York 
Central insertion was read by 48% 
of the men and 41% of the women 
interviewed; a Lackawanna adver- 
tisement was read by 39% of the 
men and 45% of the women. 


fellow’s immortal lovers. 
chance to hear WWL. 
ants certainly do! 


never got a 


but their descend- 


5 TIMES as strong as any station for 
WWL’s 50,000 watts 
dominate Deep South 
If you want to sell this prosper- 


hundreds of miles. 


simply radio 
dials. 


ous slice of America, you want 
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MILLION 


ONTHLY 


LRCOCATION 


ONE MEDIUM... 


° ST. PAUL oo 


Murray & Malone Street Car and 
Bus Advertising gives youcomplete 
urban coverage in Minnesota. 


MEMBER OF 


MURRAY & MALONE CO. 
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WARTIME STORY 


MOBILIZED for VICTORY 


oo Our 227,037 Customers 


PUGET SOUND POWER & LIGHT COMPANY 
—- -—!J 

All-inclusive, this newspaper advertise- 
ment of Puget Sound Power & Light Co., 
Seattle, teils customers about produc- 
tion, rates, war work and its siew on the 
“power issue.” Strang & Prosser handles 

the account. 


Utility’s Annual 
Report Plays Up 


Advertisements 


Seattle, June 30.—Puget Sound 
Power & Light Company, a pioneer 
among corporations which make 
advertising a prominent part of 
their annual reports to stockholders, 
has expanded its use of this tech- 
nique in the current report, just 
released. 

Calling the attention of stock- 
holders to the company’s consistent 
advertising, Frank McLaughlin, 
president, says in the report: “For 
some time past the company has 
effectively used advertising to sell 
its services, to publicize its objec- 
tives and activities, to inform the 
people on power and related issues, 
to improve relations with those 
served and build good will, and— 
since Pearl Harbor—to secure the 
cooperation of customers in provid- 
ing the best possible service under 
wartime conditions and _ regula- 
tions.” 

The utility executive was one of 
the first industrial leaders in the 
West to put advertising to work 
selling concepts as well as merchan- 
dise and services. Confronted by a 
threat of public ownership through 
federal subsidization back in 1931, 
he began a defense of free private 
enterprise with signed advertise- 
ments in newspapers throughout the 
company’s territory. 

A number of advertisements are 
reprinted throughout the latest an- 
nual report, including one featuring 
a survey which showed that resi- 
dents of Washington and Oregon 
voted nearly 2 to 1 against giving 
a proposed Columbia River Admin- 
istration authority to buy or con- 
demn andi take over electric power 
companies in the two states. 

Net earnings after interest 
charges for 1942 were $3,325,989, an 
increase of 28.1% over the previous 
year, the company reported. Elec- 
tricity delivered to customers in- 
creased 13.5%. The company is a 
member, along with other private 
utilities, municipal systems and fed- 
eral projects, of a wartime electric 
power pool in the Pacific Northwest. 

Strang & Prosser, Seattle, handles 
the account. 


GRUEN ISSUES STATEMENT 


Cincinnati, June 30. — Gruen 
Vatch Company now is making 
watch cases out of non-critical 


materials and all shipments of 
watch movements to this country 
from its Switzerland factory ar- 
rived without a single loss, stock- 
holders were told this week in a 
statement by Benjamin S. Katz, 
president. He emphasized, however, 
that uncertainties facing the com- 
pany remain as serious now as at 
the outbreak of hostilities. 

Since April, 1942, the company 


unique story of reader fesponse. — a 


ae J 


TOOL & DIE JOURNAL 
2462 Foirmount Blvd + + Cleveland, Ohio 


has been engaged in making elec- 
trical measuring instruments which 
are used by every branch of the 
armed services, Mr. Katz revealed 
in his annual report to stockholders. 
He pointed out that in addition to 
making its own tools and dies re- 
quired in manufacturing precision 
instruments for the government, 
Gruen’s engineers have developed a 
new type of electrical furnace for 
the hardening of magnets. 

Net profits of the company, after 
taxes, amounted to $908,078 for the 
fiscal year ended March 31, an all- 
time high. This compares with net 
earnings of $899,415 for the pre- 
vious fiscal year. 

Caterpillar Tractor—Net earnings 
for five months ended May 31, 1943, 
$2,730,380; for the like 1942 period, 
$1,983,633. 

Distillers Corp. - Seagrams — Net 
earnings for the quarter ended April 


30, 1943, $2,824,371; for like 1942 
quarter, $3,643, 813. 

R. G. Le Tourneau—Net earnings 
for five months ended May 31, 1943, 
$960,116; for like 1942 period, 
$782,037. 

Remington Rand — Net earnings 
for the fiscal year ended March 31, 
1943, $4,318,566; for like 1942 period, 
$6,195,414. 

U. 8S. Industrial Alcohol — Net 
earnings for the fiscal year ended 
March 31, 1943, $1,152,675; for like 
1942 period, $1,996,077. 

Warner Bros. Pictures — Net 
profit for 26 weeks ended Feb. 27, 
1943, $4,141,799; for like 1942 period, 
$3, 802, 055. 

Aro Equipment Corp.—Net profit 
for six months ended May 31, 
$635,000; for similar 1942 period, 
$206,800. 

Amer. Export Lines—Net earnings 
for the year ended Dec. 31, 1942, 


$5,815,290; for 1941, $13,699,498. 

Bigelow-Sanford Carpet—Net loss 
for the quarter ended March 31, 
1943, $65,337; net profit for like 
1942 quarter, $467,676. 

Bristol-Myers Co. — Net earnings 
for the quarter ended March 27, 
$735,211; for like 1942 quarter 
$688,113. 

Canada Dry Ginger Ale — Net 
earnings for six months ended 
March 31, 1943, $823,401; for com- 
parable six months in 1942 $497,275. 

General Printing Ink—Net earn- 
ings for quarter ended March 31, 
1943, $120,362; for like 1942 quar- 
ter $141,002. 

Lily-Tulip Cup Corp.—For the 12 
months ended March 31, 1943, net 
earnings $698,301; for 1942 $865,405. 

L. C. Smith & Corona—Net earn- 
ings for quarter ended March 31, 
1943, $361,304; for like 1942 quarter 
$408,577. 


Philco Corp.— Net earnings for 
quarter ended March 31, 1943, $770,- 
890; for like 1942 quarter, $595,035. 

Tide Water Associated Oil — Net 
earnings for quarter ended March 
31, 1943, $2,656,797; for like 1942 
quarter $3,199,038. 

Flors :eim Shoe—Net profit for six 
months ended April 30, 1943, $524,- 
669; for like period in 1942, $499,301. 

Brillo Mfg. Co.—Net earnings for 
the quarter ended March 31, 1943, 
$6,617; for like 1942 quarter, $88,464. 


hat’s what some advertisers call Pop- 
ular Science’s Classified Section. It 
really gets the business from over 700,- 
000 high income readers. Try it your- 
self and profit! September Issue closes 
July 8th. Act quickly! Write for 
Classified Folder A-10 today. 


POPULAR SCIENCE o 355, Fywth Ave 


New York City 


ee ORDER MAGIC! 
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Which state-wide advertising medium hel 


you? PLEASE CHECK (x) ONLY ONE. 8°04 for 


7 %, 
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ADDRESS 


YOUR NAME 


10WA GROCERS 
VOTE OW 


ADVERTISING MEDIA! 


( ) Large Daily Newspapers... . Which ae 


( ) Radio Stations. . . - Which one? 


But here’s the pay-off! In answering the second part 


of each question (“Which one”) these all-important 


food merchandisers voted as follows for individual 


newspapers and radio stations: 


For Station WHO ....... 


For Newspaper “B” ...... 


For Newspaper “C” ...... 


For Radio Station “C”.... 


@ The postcard above is a facsimile of a question- 


For Newspaper “D” ...... 


naire sent to its members by the Iowa Retail Grocers 


and Meat Dealers Association. 


Read it, please! 


When answers were tabulated, Iowa grocers and 


butchers had voted as follows: 


For Daily Newspapers.............. 


For Radio Stations................. 


For Billboards 


For Farm Papers...............+++: 


“TP REO EPEREEOUT ELT ERRORS sf . 


5% analysis. 


For Radio Station “B”... 


—and no other individual radio station or news- 


paper got as much as 1.9%. 


WHO got more than five times as many votes as any 


other medium. 


Let us send you a copy of the complete Survey 


Write us direct 


DES MOINES . . 


bf fee ore ed 


IOWA PLUS! 


. 50,000 WATTS 
B. J. PALMER, PRESIDENT 
J. O. MALAND, MANAGER 
FREE & PETERS, INC... . National Representatives 


All facts—no rhetoric. 


or ask Free & Peters. 
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Marlite Sets Up 
Program to Give 
Help to Dealers 


Dover, O., June 30.—Advertising 
in national trade and dealer asso- 
ciation publications, monthly sales 
letters, and more frequent issues of 
its house organ, “The Marlite 
Dealer,” will be counted upon this 
fall to help Marsh Wall Products, 
Inc., maintain its dealer organiza- 
tion in the face of present day 
civilian building curtailment and 
material shortages. 


Marsh’s fall advertising schedule | 


has been set up to do three things, 
according to Mark Seibert, advertis- 
ing manager. They are: First, to 
increase the position of leadership 
Marlite enjoys in the prefinished 


wall materials field; second, to make 
it easier than ever for dealers to 
sell plastic-finished Marlite wall 
| panels when they again are avail- 
able in unlimited quantities; third, 
to promote the adaptability of Mar- 
lite to postwar building and to bring 
to the attention of alert building 
supply dealers possible opportuni- 
ties for business in today’s war 
market. 


To Use Business Papers 


In addition to increasing the fre- 
quency of appearance of “The Mar- 
lite Dealer” house organ and 
monthly sales letters to its dealers, 
Marsh Wall Products is using 15 
business papers in the building and 
related fields. 

Howard Swink Advertising 
Agency, Marion, O., directs the 
| account. 


ADVERTISING AGE 


Sweets Com pany 
to Advertise New 
Milk Fortitfier 


Hoboken, N. J., June 29.—The 
Sweets Company of America, maker 
of Tootsie Rolls, has appointed Duane 
Jones Company, New York, to direct 
an advertising campaign for its new 
milk fortifier, Tootsie V-M. 

The new product will give a pro- 
nounced Tootsie Roll taste when 
mixed with milk. Since many wo- 
men buy fortifiers to induce their 
children to drink more milk, the 
name Tootsie V-M, the letter sig- 
nifying vitamin and malt, has been 
adopted to cash in on the well 
known name of the confection. 

Limited production will hold 
down distribution and advertising 


to a market-by-market basis. De- 
tailed plans for promotion and 
advertising are being formulated by 
the Duane Jones agency. 


| Joins Cement Company 


J. E. Jellick, formerly manager 
of the Portland Cement Information 
Bureau, San Francisco, and pre- 
viously district engineer of the Los 
Angeles and San Francisco offices of 
the Portland Cement Association, 
| has been named sales manager of 
ithe Pacific Portland Cement Com- 
pany, San Francisco. 


Appoints Kleppner Co. 

A. C. Horn Company, New York, 
manufacturer of paints, varnishes 
and waterproofing materials, has 
appointed Kleppner Company, New 
York, to direct its advertising. 


Circulation isn’t all the Star 
Weekly has to offer, though its 
circulation is by far the biggest of 
any Canadian publication .. . has 
doubled itself since 1935, and still 


continues to climb. 


The Star Weekly also offers com- 
plete coverage of the whole family. 
From Grandma to little Susie, they 
all clamor for its various sections. 
And if any Star Weekly boy should 
fail to deliver to one of the homes 
on his route any week, there would 


news, comics 


to prove it. 


Oo 


, two magazine 


sections and a complete novel. 
Readership of all sections is high — 
from 50° to 97° 
Readership by both 


> —we have figures 


men and women is high. 


Weekly you get 


be four, five or six voices im- 
patiently asking, ‘‘Where is the 
Star Weekly ?”’ 


The Star Weekly is a complete, 
national, week-end publication 
containing six sections — roto, 


UNITED STATES REPRESENTATIVES: WARD-GRIFFITH COMPANY, INC 


NEW YORK, 
; BOSTON, Statier Office Bidg.; 


247 Park Ave.: CHICAGO, Wrighey Bidg.; OETROIT, General Motors Bidg.; 
LOS ANGELES, (031 Sewth Groadway; SAN FRANCISCO, 68! Market Street. 


ATLANTA, 22 Marietta St. 


So when you advertise in the Star 


mass circulation, 


national coverage and intensive 
reader interest by the whole family. 
Any way you look at it, the Star 
Weekly offers exceptional value as 
an advertising medium. 


te STAR 
WEEKLY 


PUBLISHED AT 80 KING STREET WEST, 
i TORONTO, CANADA 


Powerful Labor 


Board Favored, 
NAM Study Shows 


New York, June 29.—Approxi- 
mately 84% of the American people 
favor creation of a federal board 
with exclusive power to make final, 
binding decisions in labor disputes 
according to a survey made for the 
National Association of Manufac- 
turers which also revealed that the 
public believes that both parties to 
a dispute—both labor and manage- 
ment—should have the right to pro- 
test and attempt to have the board 
changed, but that once decisions are 


handed down they should _ be 
obeyed. 
The survey disclosed that al- 


though the man in the street ap- 
proves swift-acting machinery for 
handling labor disputes, he feels 
that Congress and not the adminis- 
tration should determine policy. 
Nearly 62% of the public with an 
opinion would have Congress write 
a definite labor policy into law 
while only 38% would leave policy 
determination and enforcement to 
the administration. About 13% ex- 
pressed no opinion. 

A total of 57% of the public de- 
clared that either side should be 
able to protest and ask for a new 
board; 76% indicated that if organ- 
ized labor refuses to accept the 
board’s decisions the president 
should order compliance. Practi- 
cally 61% believe the strike problem 
has not largely been settled since 
labor leaders gave their no-strike 
pledge, while 69% of the public 
have heard of wildcat strikes, and, 
of those expressing an opinion con- 
cerning them, 60% think union 
leaders condone rather than try to 
prevent them. 


Management Endorsed 


Government officials drop in favor 
and organized labor dips to a new 
low in public esteem, the survey 
showed, although the public in 
greater measure voices the highest 
confidence in the job done by man- 
agement during the war effort. 
About 71% of the people are satis- 
fied with management’s accomplish- 
ments, while 29% are not. This fig- 
ure compares with 69% satisfied and 
31% dissatisfied with management’s 
performance during a similar sur- 
vey last year. 

Only 27% polled this year ex- 
pressed satisfaction with the job 
done by labor and its leaders during 
the war effort, and 73% were dis- 
satisfied. Last year’s survey showed 
31% of the public satisfied with 
labor’s efforts and 69% dissatisfied. 
A year ago 59% expressed satisfac- 
tion and 46% weren't satisfied with 
the war job carried on by govern- 
ment officials; this year 45% were 
satisfied and 55% evinced dissatis- 
faction. 

The opinions of union members 
do not differ greatly from those of 
the general public, the survey 
showed. A total of 69% of the 
union members feel it is all right 
for either side—labor or manage- 
ment—to protest and request a new 
board if dissatisfied with the War 
Labor Board. A total of 58% be- 
lieve that if organized labor refuses 
to accept the board’s decisions, the 
president should compel them to 
obey. 


Military Schools | 
Launch New Campaign 


The Association of Military 
Schools and Colleges of the United 
States has begun a series of adver- 
tisements in magazines and Sunday 
magazine sections of newspapers 
through N. W. Ayer & Son. 

Copy will point out that more 
than 14,000 graduates of 37 govern- 
ment-approved military schools and 
colleges are now serving as officers 
in the Army. 


sf “Wo Burton Browne client 
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LEATHERNECKS Radar Featured in | company is making no claim of hav-| better weapons and electronic de- | Horder s Promotes Two 


ing originated the electronic marvel. | vices are constantly taking shape in | F. H. Jones Jr. has been appointed 
New Belmont Copy | more “appropriately, Belmont is| the inquiring minds of radio engi-| advertising and sales promotion 
‘ . |giving credit in its advertising copy | neers—vital work in which Belmont | manager of Horder’s Inc., Chicago 

Chicago, June 29.—Belmont Radio |to the U. S. Signal Corps, the Navy is privileged to share. distributor of office supplies. He 
Corporation joined in with other | Department and technicians of those} “When the need for secrecy no| has been with Horder’s for the past 
manufacturers recently in explain-| services who have been developing | longer exists, Belmont will have |¢ight years. George Dean, formerly 
ing to the public the principles of|radar for nearly a decade for the|many surprising stories to tell—| Chicago Sales manager, has been 
radar and suggesting bigger achieve-| wartime uses of radio detection and | stories of wartime electronic devel- | named sales manager of Horder’s 
ments to be made in the postwar| range finding. The series inaugu-| opments that will be put to new and|Inc., in charge of nine Chicago 


world. 'rated by Belmont discloses, within | remarkable uses in a postwar world. | Stores, local salesmen and mail 
Shortly after censorship was lifted| the limits permitted by censorship,| Keep your eyes on Belmont.” | order sales. 
by the Office of War Information on} possible postwar uses of radar. fe oe & — Chicago, 
use of the word, Belmont scheduled Initial newspaper copy, telling | "anaies the account. 
1,120-line advertisements which ap- | how radar is helping search out —_' —_———_—— MAILING SERVICE 
peared in a score of metropolitan | destroy enemy forces, protect supply | " . 1 oe ; 
newspapers. It plans to use the/lines and guard U. S. shores, adds Paul Hoffman Elected _ Maultigraphing — Filling-in 
same radar theme in a series of|this promise for the future: Paul G. Hoffman, president of the | . ‘ ‘ 
advertisements in several national} “The development and production | Studebaker Corporation, South|! Addressing—Mimeographing 
| £ Schwi g | Magazines. of radar is an achievement in which | Bend, Ind., has been elected to the 
\ aeodee Fetes tesa. whe Although Belmont engineers have | we are proud to have played a part.| board of the United Air Lines| THE LETTER SHOP, Inc. 
have been assigned to duty tn Sen ‘Fran. | Worked unceasingly in perfecting|And radar is but a stepping-stone | Transport corporation, Chicago. 


| 431 S. Dearborn St., Chicago Wab. 8655 
cisco with the Women's Reserve of the 


Marine Corps are Pvt. Mary Elizabeth 


Stoll, left, former receptionist, and Pvt. te 
Jean Ann Smith, former secretary to 
R. J. Scott. 


Admen in the 
Armed Forces 


Garry D. Coon, formerly with 
Dan B. Miner Company, Los An- 
geles agency, and more recently 
with Western Auto Supply Com- 
pany, Los Angeles, has been com- 
missioned a lieutenant (jg) in the 
naval reserve and will report to the 
Navy Supply Corps School, Babson 
Park, Mass. 

Associates of Capt. Edward Roe- 
der Jr., former sales representative 
for Popular Science Monthly in New 
York state, are proudly displaying 
a photo taken “somewhere in the 
South Pacific area,” showing him 
hale and hearty. He has seen serv- 
ice in Guadalcanal, Australia and) 
New Caledonia. 

Charles A. White Jr., former ac- 
count executive with Earle A. 
Buckley Organization, Philadelphia, 
is now a 2nd lieutenant in the 
Army’s public relations division and 
is stationed at Washington, D. C. 

Harold V. Ellsworth, assistant re- 
search director of the Meredith Pub- 
lishing Company, Des Moines, has 
been commissioned a_ lieutenant 
(jg) in the naval reserve. 

Robert Tiernan, formerly of Bet- | 
ter Homes & Gardens’ advertising | 
staff, has been commissioned an en- | - 
sign in the naval reserve. He is| Ss 
now stationed in San Francisco. fs 
b Two additional staff members of 
g Aitkin-Kynett Company, Philadel- 
phia, have joined the colors. John 
d S. Wooster is now in the Army 
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.. | Ritchie, Maurer Named a 
r€ I to Executive Posts 
Albert E. Ritchie, merchandising 


rs manager of the Wildroot Company, 

of Buffalo, has been advanced to sales ao Sie a 

xy [| manager, and J. Ward Maurer, ieee 

re advertising manager, has been ap- 

nt pointed to the newly created post 

is of manager of advertising and mer- 

— chandising. a ; - - we 

~d One of the country’s largest man- OLD DINNER BELL” By CLYDE BROWN 

e- ufacturers of hair preparations, the 

es pc lage ed = —— = OR 14 YEARS every noon, Monday through Friday, Art Page, associate 

t, | establish better coordination of the editor of Prairie Farmer, has served Prairie Farmer Land, through his WLS 7 7 
company’s sales an advertising ‘ s * * as . . . 
activities and closer contact be: | Dinner Bell Program, with the helpful, inspiring radio fare these folks like best. . 
tween the office and field organiza- | Regularly, too, in Prairie Farmer the “Dinner Bell” rings in a column written 
tions. Mr. Ritchie joined Wildroot | by thi ° 
in 1931, while Mr. Maurer joined | y this same editor. 

ry the soupeny in 0 ely wow Lag ;| “Dinner Bell Time” is just one of the many popular features brought to Prairie as 

e ’ - - . | . . . . . . " ak ha 

yecount. Farmer Land both by this favorite radio station, WLS, and by this favorite farm 

ay ees | paper, Prairie Farmer. Together, through the ear and the eye, this powerful 

rs had s *. . . . 

Onyx Studio Dissolves | combination offers advertisers the surest formula for the production of sales. 

Onyx Studio, New York, has been s * . . . *1: 

mT daniel wit aad ee | If you are interested in reaching this great market of working families where 

nd we aap mg continuing | i | today and tomorrow you can expect more sales at lower cost, “Come and Get It.” 4 

ars Ousiness unaer e tie asanova, . . * ¢ ’ 

m* I Adverthine Att. with dudes ot 6i | Use the double-powered sales combination of Prairie Farmer and WLS. 3 
pastes Wee the Combination + 

je 
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How White Motor Operates 
Postwar Planning Activity 

In setting up its postwar planning 
activity, The White Motor Company 
appointed a general committee of 
home office executives representing 
all divisions of the business—manu- 
facturing, purchasing, sales, service, 
finance, etc. This committee is 
broken down into sub-committees 
of four or five members each, and 
to them has been assigned the re- 
search and development work which 
would lead to definite recommenda- 
tions on specific subjects. 

For example, one of these com- 


Postwar Planning 


How Business and Industry Are Preparing 
for a Peacetime World 
Edited by RALPH O. McGRAW 
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mittees was named to take up all 
distribution problems, such as re- 
tail and wholesale selling, service 
operations, distributor problems, 
price and discount policies, etc. 
They were charged with the re- 
sponsibility of conducting the neces- 
sary research and to bring in defi- 
nite recommendations. 

In order to make certain that re- 
sulting plans were thoroughly prac- 
ticable and constructive, a commit- 
tee composed of White regional 
managers — the men who are en- 
tirely responsible for field opera- 
tions—was appointed. The general 
committee, after accepting the sub- 
committee recommendations, pre- 
sents them to the field committee. 
Then, in joint conference, the final 
policies and plans are determined. 
Each, as approved, becomes a defi- 
nite objective in the postwar plan- 
ning. 

Coordinated with these activities, 
which are essentially matters per- 
taining to sales and distribution, is 
the engineering and development 
program on new products to be 
made available in the postwar mar- 
ket. This program is under con- 


various committees so that engi- 
neering development is in tune with 
marketing plans. 

Through the work of the general 
committee on distribution and sales, 
and a clear definition of the prod- 
ucts that will be available, projec- 
tions are made for these products on 
the basis of the volume that will be 
available. This, in turn, permits 
production plans to be made on the 
most efficient basis from the stand- 
point of methods, factory layout, 
routing, and machine equipment. 

As a result of the committee setup, 
which is neither complicated nor 
cumbersome, every month sees some 
tangible part of the postwar pro- 
gram taking shape, ready to be put 
into practice whenever the peace- 
time opportunity arrives. In other 
words, the postwar planning is in- 
tegrated with the day-by-day job 
of turning out all the vehicles of 
war which Uncle Sam has contract- 
ed. The very necessity of doing 
business under restricted conditions 
has indicated new things that can 
be accomplished—things that would 
net otherwise have been considered 
possible. 

a as cy 

The Chamber of Commerce of the 
United States has published a pam- 
phlet, “The Chamber of Commerce 
Approach to Postwar Planning,” de- 
signed as an over-all guide to post- 
was planning. 

* a * 


New and expanded uses of rubber 


stant review and discussion by the 


after the war appear at this time to 


Following the premiere of “Calling America,” new CBS radio program sponsored 

by E. R. Squibb & Sons, sponsor, and stars gather for a picture. Left to right are: 

B. B. Geyer, president, Geyer, Cornell & Newell, the agency; C. M. Van Kirk, 

Squibb vice-president; Victor Bay, orchestra conductor; Eleanor Larsen, agency 

radio director; Bob Trout, war correspondent and master of ceremonies; Walter 
Cassel, singer and Carleton H. Palmer, Squibb board chairman. 


Journal ® 


Patriot ® 


The Ann Arbor News ® 
The Grand Rapids Press ® 


The Kalamazoo Gazette ® 


Announcement 


On account of the retirement of I. A. Klein, Inc., ‘The 
Detroit News and Booth Newspapers, Inc. announce 
the appointment as eastern advertising representative 
effective August Ist, 1943, of Dan A. Carroll, 110 East 
42nd St., New York City—Ashland 4-8690-1. 


The Detroit News 


Detroit, Michigan 


Booth Newspapers, Inc. 


The Saginaw News. 


The Bay City Times 
The . 


The Muskegon Chronicle ® 


preclude any surplus problems of 
the material after the war, accord- 
ing to G. W. Vaught, vice-president, 
The B. F. Goodrich Company. 
Growth in the use of rubber since 
World War I, when American con- 
sumption was about 160,000 tons a 
year, to 1941 when one million tons 
were consumed, indicates the future 
of the material, he points out. 

* of 


Heavy demands for new capital 
after the war will be needed by in- 
dustry to purchase, in whole or 
part, plant facilities built by the 
government and for retooling and 
replacing of worn out machinery 
with up-to-date equipment, accord- 
ing to a report of the Investment 
Bankers Association. The industrial 
securities committee of the associ- 
ation feels that the government can 
shorten the readjustment period 
after the war by pledging itself not 
to operate its Defense Plant Cor- 
poration in competition with busi- 
ness; agree to lease or sell its war 
plants to private companies under 
reasonable terms and conditions; 
and arrange for cancellation of war 
contracts in such a manner as not 
to disturb industry operations. 
ok i * 


“A Manual of Postwar Planning” 
has been issued by The Dayton, O., 
Chamber of Commerce as a guide 
especially for small and medium 
size companies. Subjects covered 
in the check chart contents are: 
How to go about it; What are we 
going to make?; Where are we go- 
ing to sell it?; How are we going to 
sell it?; Manufacturing operations; 
Reconversion; Methods of manufac- 


ture; Materials; Employment Or- 
ganization; and Financing. 
oh * we 


Favorable progress is reported in 
a postwar clinical study at Albert 
Lea, Minn., initiated at the instance 
of the Committee on Economic 
Policy of the National Chamber of 
Commerce, says its “Washington 
Review.” The project is in the 
nature of a laboratory experiment 
in postwar planning at the com- 
munity level, the only one of this 
exact character. The expectation is 


make the same sort of an intensive 
study of probable postwar condi- 
tions. More than 300 local cham- 
bers of commerce have formed post- 
war planning committees at the 
suggestion of the national chamber 
and will be supplied with the data 
developed at Albert Lea. 
Leadership in the Albert Lea 
study was provided by J. Cameron 
Thomson, president of the North- 
west Bancorporation, Minneapolis, 
who is vice-chairman of the cham- 
ber’s committee on economic policy. 
Mr. Thomson and northwest divi- 
sion representatives of the chamber 
obtained the cooperation of the 
Federal Reserve Bank of Minne- 
apolis, the School of Business Ad- 
ministration, University of Minne- 
sota, the Minneapolis Star Journal 
the regional organization of the 
Committee for Economic Develop- 
ment, and the local chamber of 
commerce at Albert Lea. Heads of 
industrial firms, retailers, bankers, 
city and county officials and civic 
and farm leaders took part in con- 
ferences. 

The purpose is, first, to catalog 
the number of potential workers for 
the postwar period; second, to ascer- 
tain the number of jobs likely to be 
available in private industry, trade 
and agriculture and on public proj- 
ects; and third, to canvass possible 
methods of balancing the number 
of workers and the number of jobs. 
A questionnaire distributed through- 
out the community seeks informa- 
tion as to probable expenditures of 
citizens for various articles and for 
housing and repairs. The aim is to 
assure cooperative action by all the 
forces in the community in carrying 
out the plan for maximum employ- 
ment which will be developed. 


Booth Advanced 


J. Harold Booth, since 1938 gen- 
eral sales manager in charge of 
service and advertising, Bell & 
Howell Company, Chicago, has been 
appointed vice-president in charge 
of war negotiations, war expediting, 


that the results will be such as to 


© The Flint 


Jackson Citizen- 


encourage many other cities to 


subcontracting, employe training, 
personnel, public relations, indus- 
trial relations, sales, service, and 


advertising. 
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WSYR 


You'll find the answer in the 


WARTIME CONSUMER SURVEY 


of Central New York... 


@A study of wartime shopping 
changes, additional time spent at 
home, brand preferences, sources of 
war news, and radio station listened 
to most. It belongs on the desk of 
every advertising executive whose 
clients’ products are sold in Central 
New York. A copy will be promptly 
mailed to you by writing. 


The Only NBC Station Covering 
Central New York 


SYRACUSE, NEW YORK 


Represented by Raymer 
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Celotex Aspolnts 
New Director of 
Postwar Program 


Chicago, June 30.— To direct its 
postwar development program, the 
Celotex Corporation announced this 
week that Chris L. Christensen, who 
resigned June 25 as dean of the 
University of Wisconsin College of 
Agriculture, has been named vice- 
presi ident in charge of postwar de- 
velopment. 

In addition to handling this pro- 
gram, Mr. Christensen will also 
nave charge of the company’s ex- 
tensive agricultural interests, it was 
revealed by Bror Dahlberg, Celotex 
president. The new executive, who 
has been associated with the Wis- 
consin school for the past 12 years, 


was named a director of the com- 
pany in March, 1942. 
“Mr. Christensen’s long and 


varied experience in research should 
prove invaluable in driving forward 
the program of product and market 
development initiated by Celotex 
six years ago,” said Mr. Dahlberg. 
“Last year 42% of our business 
came from. products. introduced 
under that program, and we have 
only scratched the surface. 


Farm Material Stressed 


“One of the building industry’s 
postwar problems will be manufac- 
turing a large enough quantity of 
materials to supply the demands of 
new construction and rehabilitation 
at home and abroad. A great un- 
tapped reservoir of raw materials 
for supplying these needs can be 
found on the farm. One of Mr. 
Christensen’s jobs will be to carry 
on the work Celotex began 22 years 
ago when it started using sugar cane 
fiber for the manufacture of insula- 
tion board, acoustical material and 
other building products.” 

“The industry also must develop 
more efficient materials and better 
construction methods if it is to build 
the 1,500,000 homes a year that this 
country will need after the war,” 
Mr. Dahlberg said. It must create 
products that will form a complete 
wall, a complete roof and a com- 
plete floor, so that low-cost houses 
can be put together by a few simple, 
inexpensive operations. Only in 
this way, he said, can homes be 
built at a price the mass of the 
American people can afford to pay. 

“Mr. Christensen also will devote 
considerable time to the building 
problems of the farmer,” he con- 
tinued. “At least one-third of the 
housing that will be needed after 
the war will be on farms, and our 
job is to help supply the farm fam- 
ily with modern, substantial build- 
ings at low cost. The farmer’s live- 
stock buildings, his dairy barn, his 
poultry and hog houses need to be 
made just as efficient as a modern 
industrial plant if we are to attempt 
to meet the demands for food that 
will be made on us after the war.” 

Before going to Wisconsin Mr. 
Christensen was the first executive 
secretary of the Federal Farm 
Board from 1929 to 1931. Prior to 
that he served as an economist in 
the U. S. Department of Agricul- 
ture, directing research in market- 
ing and distribution of agricultural 
products. He has been a trustee of 
the Farm Foundation since 1933, 
and recently succeeded the late Gov. 
Frank O. Lowden as chairman. 


Two Join FC&B 


Fred Bethel, formerly program 
director, Mutual and Blue networks, 
and Bert Prager, recently radio 
director of Donahue & Coe, New 
York, have joined the radio depart- 
ment of Foote, Cone & Belding, 
New York. 


Sheil Joins Guide 

Dick Sheil, formerly with Hunter 
Publications, New York, has joined 
the sales staff of Guide Magazines, 
division of Triangle Publications, 
New York. 


) SOOO | 
‘am READ BY ALMOST 


EVERY MEMBER OF CONGRESS 


(But Washington influence begins at home) 


‘Real Income’ Up | 
22% Over “42 


Minneapolis, June 29.—The “real 
income” of the U. S. public at the 
start of May, 1943, was $1.22, or 22c 
more on the dollar than on May 1, 
1942, according to a study made 
public here by Investors Syndicate. 

“Living costs of $1.06 in April, 
for the fourth successive month this 
year, were six cents on the dollar 
higher than a year ago,” the Syndi- 
cate’s monthly consumer study 
stated. 

“Cash incomes, however, showed 
three declines in the first four 
months of this year, though at $1.29 
the public during April received 29c 
more cash on the dollar than in 
the same month a year ago.” 

The national average of “white 
market” or legal market prices of 


virtually every necessity but food 
| shows little or no change compared | 
| with a year ago, the report said. 

“Food prices have been the main 
offenders against the ‘hold-the-line’ 
policy,” the report stated. “Since 
they are up much more than most 
other daily household expenses, and 
since they always form the largest 
single slice of daily living costs, 
food price advances account for the 
greatest part of the rise in con- 
sumer costs. Food in April, 1943, 
cost $1.17. The same amount and 
quality could have been purchased 
with $1 in April, 1942. 

“The cost of rents and clothing 
have been under much better con- 
trol than food. Rents during April | 
remained at $1 compared with $1) 
in April, 1942, and wearing apparel | 
for civilians likewise remained sta- | 
tionary.” 

The syndicate’s monthly review | 


7 z a 
statistically weighs each of the vari- 


ous types of dollars according to its 
proportionate importance to the 
whole national income. 


Briggs & Varley Named 


Briggs & Varley, Inc., New York, 
has been appointed agency for the 
Drybak Corporation, Binghamton, 
N. Y., manufacturer of Drybak 
hunting clothes and other special- 
ties. The company plans to adver- 
tise in outdoor magazines and trade 
publications, although 80% of its 
present production goes to the 
Army and Navy. 


Names Shappe-Wilkes 


Cinefot International Corporation, 
New York, export representative for 
manufacturers of photographic 
| equipment, has placed its account 
with Shappe-Wilkes, New York. 


Kellogg to Share 
Breakfast Club on Blue 


Kellogg Company, Battle Creek, 
Mich., will share sponsorship of the 
“Breakfast Club,” hour-long variety 
show of the Blue Network, four 
days a week, beginning July 1. 

The program, heard Mondays 
through Saturdays from 9 to 10 
a. m., EWT, has one other sponsor, 
Swift & Co. J. Walter Thompson 
Company handles the Kellogg ac- 
count. 


Opportunity for experienced copy 
writer with small, progressive estab- 
lished advertising agency in Twin 
Cities. Give plain, factual statement 
about yourself. Address Box 4181, 


ADVERTISING AGE, Chicago. 


The MAIN LINE 


| 


FALL RIVER . 


WATERBURY. 
MANCHESTER . 
PITTSFIELD . 


NEW LONDON. 
FITCHBURG 
LACONIA . 
AUGUSTA. 


TRACK 20 


1 to SALES. 


LOWELL-LAWRENCE. “MASS. 


HARTFORD. hes CONN, 


HOLYOKE-SPRINGFIELD 


prosperity. 


— | 
| 


THE YANKEE NETWORK, inc. 


making all stops. 


/ 


O right down the line —in each of the 20 key markets of New 
England, you'll find a Yankee Network station to give you direct 
access and on-the-spot selling. 
These stations have a friendly, neighborly influence of long standing, 


built by local contacts and by an institutional interest and stake in local 


The Yankee Network, with these locally accepted, hometown stations, 
ties all areas of major buying power into one system. 
That's the whole story — except that there's no other system like it for 


combining local impact and all-over coverage. It's the main line to sales — 


Member of the Mutual Broadcasting System 
21 BROOKLINE AVENUE, BOSTON, MASS. 


EDWARD PETRY & CO., 


INC., Exclusive National Sales Representative 
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*% of Radio Families Who Listen MOST at Night time to: 


REPRESENTED NATIONALLY BY NBC SPOT SALES OFFICES 


Frederick Drake, publisher of Harper’s Bazaar; Joseph E. Haskell, v.p., 


nition of his achievement in furthering continental solidarity through 
the creation and operation of the CBS Network of the Americas... 

It’s a girl—Susan Margaret—for Frank Kottra, circ. mgr. of Keeney 
Publishing Co. and secretary of the Chicago Business Papers Associa- 
tion. .. 


ee |Inc., and Gilbert Paper Com- | 
War Advertising pany, Menasha; newspaper advertis-| Hague Endorses _ G tti P l 
« ing, Milwaukee Journal, Schuster’s, iat a e ing ersona 
| Contest Winners Fairbanks, Morse & Co,, Beloit, Mi-| Advertising as | 
ae A A d | waukee ee See B d V ] Ri Culides 3 taltiene ani > te Wik Advertoian G " 
a | Service, and Boston Store; trade ester J. oche, chairman 0 e War vertising Council, pre- 
re nnounce /paper advertising, Chas. A. Kraus on aiues ise | sented the awards at a dinner sponsored by the Art Directors Club at 
Milwaukee, June 29.—Unselfish| Milling Company and Geo. Ziegler Jersey City, June 29.— Mayor, the Murray Hill hotel, New York, for outstanding advertising art in 
promotion of various wartime| Company; direct mail, Allis-Chal-| Frank Hague, political boss of this| seven classifications. . . 
activities, with the sponsor’s own| mers Mfg. Company, City of Mil-| city, has adopted a new role as Philip Ross, formerly asst. contact man with Erwin, Wasey & Co. 
name and product often relegated| waukee, Louis Allis Company, _— an endorser of the efficacy of adver-| New York, and now a lieutenant (jg) on the “Enterprise,” dropped in 
rote) oe par i = So rose — Sine” Ft Wueae Na, | “sing: er, ne Setened o- - | to see the gang, and report his citations as gunnery expert in the battle s 
nouncement of winners of the war| tional Bank; car and truck adver- ‘aur ende ‘is vane tite Sadie’ tn of Guadalcanal. At the end of his 30-day furlough Phil expects to 8 
advertising awards competition of| tising, Badger Paint Stores and Mil-| "190, rise in price quotations for| Je#V@ for other battlefronts. . . Another former Erwin, Wasey man, : 
the Milwaukee Advertising Club. waukee Transportation Advertising ra plibcont ality’s $61,600,000 in | Aviation Cadet Chandler L. Stevens, USNR, will wed Jean Elizabeth : 
Citations for meritorious service Army-Navy “E” tandi . , en | Rose, of Rye, N. Y... a 
‘. were awarded by the club in the fol-| awards advertising, Allis-Chalmers — advertidine —— Frances Conover, daughter of Harvey Conover of Conover-Mast te 
2 lowing divisions: magazine advertis- | Mfg. Company and American Hy- helped to cut down the interest cost| Corp., married Staff Sergeant Richard Arthur Gagney at Colorado 
he ing, Cutler-Hammer, Inc., Parker| draulic Company, Sheboygan. h ‘wn Get by | , Springs, with Mr. Conover giving the bride away. The groom was é 
ibe Pen Company, Janesville, Milprint,| Judges of the special competition|", the citys debt by increasing ee ality ‘ a 
eee were Chester J. LaRoche. chairman public confidence in the securities, formerly in the production department of Tracy-Locke-Dawson. . . H 
War Advertising Council. and chair-| 5° that the average interest yield| Doc Brennan, one of Ruthrauff & Ryan’s star Copywriters, was given a b 
man of the board, Young & Rubi-| as been reduced 28%. surprise dinner by members of the agency on June 25 in the Biltmore u 
A G. H. Dennison, president,| The series consisted “ —_- Hotel, marking Doc’s 20-year association with the company. . . 0) 
National Association of Better Busi- | 5P@¢e > ye eel pe gg mms Abbott Kimball, head of the agency that bears his name, was guest : 
ness Bureaus, Pittsburgh; and G. D. rites Pll ine queues - speaker at the annual dinner of the Infants’ & Children’s Wear Buy- : 
Business executives Crain Jr., publisher Of ADVERTISING] +. \i041 one said: “To investors: | €rs’ Association June 22 at the Hotel New Yorker, New York. Andrew C 
’ -. Ace and Industrial Marketing. The board of commissioners feel| J. Haire, of Haire Publications, also addressed the gathering. . . 
invested $25,770 last w ages that those of you who have invested R is for oysters and R is for ration books, which “Cee” Hackett, ir 
$ 7 ‘ Ayer Adds Three your money in Jersey City bonds; managing director of WINS, New York, hasn't got. Seems that the C 
to read NATION’S BUSINESS sneer ie a -, torments should have the facts as to the city’s} maid accidentally threw away all the family’s ration books with the . 
SENUSSENSH. ENS FAG r of the/ financial condition and an Oppor-| garbage... Major James A. Doherty, previously classified ad mgr. of the , 
: ; Chics Sun, has joined the radio|tunity to look at the noteworthy Sesthaied Journal and Evening Bulletin, im with the preci Kan- = 
epartment of N. W. Ayer & Son,| record of the city’s performance on : p 
New York, to do radio program pro-|a pay-as-you-go basis for the past sas, has been promoted to lieutenant-colonel. . . o! 
motion. Norma M. Hunter and| seven years.” Fred Steinhoff, exec. v.p. of Industrial Publications, Chicago, and th 
Betty MacLaughlin have joined the Then followed a statement of| Mrs. Steinhoff are having the times of their lives watching the little 
copy staff of the educational de-| cash surplus, debt reduction, no bor-| girl they adopted last November bloom and grow. They adopted the te 
partment of Ayer’s Philadelphia} rowing for relief and no temporary| child when it was only eight days old... ul 
office. indebtedness. At 2:23 and 2:28 p. m., EWT., on Monday, June 21, at Lenox Hill Ir 
le Hospital, N. Y., twin daughters were born to Mr. and Mrs. Ernie An- - 
aia derson Jr. Margery Ann weighed in at 5.4 and Alastair Eleanor scaled a 
WYOHIAT THE FADE@ THREE BEWWERE ii6. Ennic is production head of D’Arcy Advertising, New York... ° 
To Lake Mohonk for a honeymoon went Stephen Hamlyn and bride, : 
ww ym i. Tr fe T ar Bw | ares y. \ ec az | 8 s 5 | the former Marge Linden. Steve is in the media dept. of Geyer, Cornell 
| & Newell... From Jean Mater of Newell-Emmett, N. Y., comes a copy 
| of the “Newell Post,” which is headed with this quaint quatrain: “A e' 
note, a quote, an anecdote From N-E men a-foot, a-float, All set to ) 
| land a KO Blow, On Rome, Berlin and Tokyo!” . . b 
David Sarnoff, pres. of RCA, became a grandpappy when a daughter ’ 
/ was born to son, Lt. (jg) Robert W. Sarnoff, USNR, and his wife Esme p 
Rosita. . . In a campaign to enlist volunteers in the Aircraft Warning ir 
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James J. Walker, former New York mayor, and Oscar M. Lazrus, president of b 
| Benrus Watch Co., enjoy the proceedings as Red Barber auctioneers ball players 
| Dixie Walker, Bobo Newson and Arkie Vaughan for a total of 26 million dollars. a 
¢ Cw a BE ’ as |S | The occasion was a luncheon sponsored by the Benrus company for the Sports- f 
| writers Association of America and the New York War Savings Staff, at which t 
nearly $100,000.000 in war bonds was pledged in a couple of hours. s 
eee _— —— ————— ar ace = 4 ee eee — Oo 
1,253,600 families in WTAM’s Primary Area, | Center, Horace G. Cleveland, of J. M. Mathes, Inc., has been named ; 
s | chairman of a committee of seven execs in the advertising field to 
listen MOST to WTAM. For example: cooperate with the N. Y. air defense wing of the Army air forces. 
| Other members are Gordon C. Aymar, v.p., Compton Advertising; 


WTAM STATION B STATION C STATION B Dry Goods Journal; Wm. E. Haskell Jr., asst. to pres., N. Y. Herald 
a uceénae 69% 19% 10% * car ~ Hollister, v.p., CBS; and WilHam Resor, J. Walter 
ompson Co... 
Oaton es ee oes ens 61% 30% 4% 5% Lee Bristol, v.p., Bristol-Myers, was a guest at the last broadcast of t 
shin Poth oN Et to a8 86% 5% 8% 7 T “DPD ff % 7% . b h d " Lt Cc d d 
i (iw TS 19% 11% 8% | the season of uffy’s,”” sponsored by the drug company. . . Lt. Comdr. 
LORAIN 15 , Parker Holden, on leave of absence from Holden, Stedman & Moore, 
%o 8% 71% a, Detroit agency, has had to put an end to his breezy little mimeographed 
MARION .... 83% 15% 1% bulletin, “Shooting the Breeze,” which described military life for the 
MASSILLON 84% 8% 6% folk at home. Tightening of military censorship was the reason for 
MANSFIELD 64% 35% demise of the bulletin. . . ‘ 
NEWARK .__.. 93% 3% 3% Rad Hall, announcer at WEAF, New York, in signing off Mary Ham- 
NEW CASTLE (Pa.) 87% 1% 1% man’s “Frankly Feminine” program, couldn’t have been affected by - 
SHARON (Pa.) .... 91% 1% ae = the heat at NBC’s air-cooled studios when he signed off with “For 
STEUBENVILL 14% 4% 6% 16% another session of ‘Frankly Feminine’ which brings you Monday 
WARREN 89% 3% “lat Hamman through Friday—then he nonchalantly concluded: “This 
YOUNGSTOWN 1% 9% 18% program eame to you with Rad (Mealy Mouth) Hall as your an- 
nouncer. e-« 4 
Yet the COST of WTAM is only $.000073 per Family Don Belding, chairman of the board, Foote, Cone & Belding, spoke ‘ 
*NBC 1942 Nationwide Survey on “The Place of the Advertising Agency in Radio” at the UCLA-NBC 
Radio Institute on the Westwood campus, Hollywood. Mr. Belding 9 
was one of six outstanding executives and radio personalties invited : 
to lecture during the summer session of the institute. . . 
NBC Network ; py Y wa Owned and The Carlos Manuel de Cespedes National Order of Merit, highest ; 
50,000 Watts Operated by NBC civilian decoration of the Cuban govt., has been conferred by Pres. 
Cc L E Vv E L A N D Fulgencia Batista of Cuba upon Wm. 8S. Paley, pres. of CBS, in recog- 
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AFAHits Grade 
Labels; Asks New 
Basic Radio Law 


(Continued from Page 2) 


Sun columnist. Edwin S. Friendly, 
general manager, New York Sun, 
presided. The remainder of the day 
was given over to meetings of the 
advertising club conference on war 
activities, reported elsewhere in this 
issue. 

The conference closed today with 
a general luncheon at which Paul 
Hoffman, president of the Stude- 
baker Corporation, and chairman of 
the Committee for Economic Devel- 
opment, and John E. Wiley, vice- 
president, Fuller & Smith & Ross, 
were the speakers. Merrill C. Meigs, 
vice-president, Hearst Corporation, 
Chicago, presided. 

Mr. Hoffman explained the think- 
ing behind the development of the 
Committee for Economic Develop- 
ment, the organization of the move- 
ment, and the objectives which it 
seeks to reach, reiterating the im- 
portance of attaining a high level 
of employment and production in 
the postwar world. 

He emphasized that the commit- 
tee recognizes the part that adver- 
tising and salesmanship must play 
in attaining these objectives, assert- 
ing that “we know that these goals 
can never be reached without the 
aid of aggressive advertising and 
selling. 


“Mousetrap” Tale a Fallacy 


“Here and there,” he said, “I find 
evidence of a renewed faith in that 
old mousetrap story of Elbert Hub- 
bard’s. It always was a phoney and 
any producer in the postwar period 
who waits for the public to beat a 
path to his door will be a liability 
in our economy. 

“In the matter of winning the 
war, advertising and selling, and 
business generally for that matter, 
have had an important but a sec- 
ondary position. In the winning of 
the peace yours is a front-line job 
if we are to maintain the way of 
life for which American men are) 
fighting on the five continents and 
the seven seas.” 

Pointing out that a major part of 
the implementation of the plans of 
the Committee for Economic De- 
velopment will fall into the laps of 
advertising men, Mr. Wiley said 
that “advertising’s biggest peace-| 
time job will be the competitive | 
selling of the additional products | 
which our enormously increased | 
industrial machine will produce. | 
But that will not be advertising’s | 
hardest job. 

“Advertising’s hardest job will be | 
creating and maintaining a political | 
state of mind through boom periods | 
and recessions, that is, understand- | 
ing of, and helpful to business | 
development .. . a state of mind| 
that rests on the firm foundation | 
of a recognized industrial responsi- | 
bility for good living in America.” | 

“I do not suggest,” he continued, | 
“that the advertising man, through | 
further perfection of his art, work | 
to stop social planning. Rather, I) 
suggest that he accept the wellbeing 
of his neighbor as an _ industrial 
responsibility and lay his plans 
accordingly. 

“If our capitalistic system is to be 
a real postwar model, then adver- 


tising can help create a body of 
opinion which will see to it that 
individual security plans are not 


applied in such a way as to rob the} 
individual, who is ambitious and/| 
energetic, of his chance for the| 
iutomatic rewards of free capital-| 
ism. If we do not accept this chal- 
lenge, the economic theorists will.” 


Three-fold Job 
Advertising men’s peacetime tasks 
will be three-fold, Mr. Wiley said. 
First, they will have to sell a vastly | 


| 
J 


WHO ADVERTISED WHAT 


IN THE LAST WAR? 


@ Many momufacturers and their advertis- | 


ng agencies are trying to remember what 
the competition did 25 years ago. 

How much simpler it would be if every 
one of these manufacturers had a clipping 
book for the war years that showed all edi- 
torial publicity and competitive advertising. 

We can help you build such a permonent 
record for the years to come, at a remark- 
ably low cost. 


Just ask for Booklet No. 20. 
BACON'S CLIPPING miscnentt 


BUSINESS FARM GENERAL 
PAPERS PAPERS MAGAZINES 


221 MW. LA SALLE ST., CHICAGO, ILLINOIS 


| 
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increased quantity of merchandise. 
Second, they must combat the 
sweep of state socialism by improv- 
ing the performance of capitalism, 
and by selling the source of good 
living at the source of good govern- 
ment—the individual town and city. 
Third, they will have to engage in 
“productionizing” — using advertis- 
ing methods to increase the effi- 
ciency of a company’s own em- 
ployes. 

“That triangular job (selling, pro- 
ductionizing, explaining the practi- 
cal economics of good living) repre- 
sents advertising’s place in the 
postwar era,” Mr. Wiley said, “but 
advertising men cannot make a suc- 
cess of this job unless they have 
initiative, insight, intelligence and 
executive status. 

“The executive status of advertis- 
ing people in the after-war era,” he 


said, “will not come as a lollypop 
handed out by a fond top executive. 
Rather, it must come in recognition 
of a profound job of thinking, im- 
plemented by definite plans, sold to 
management by men and women 
who know that they have the 
answers to the immense problems of 
salesmanship and human relations 
which lie before us.” 


New Wesley Accounts 

The advertising and sales promo- 
tion of William Whitman Company, 
Boston and New York, and Arling- 
ton Mills, Lawrence, Mass., will be 
handled by Wesley Associates, New 
York, as of July 1. William W. 
Hobbs will continue as account 
executive, assisted by Catherine 
Norton and George R. Horton. All 
three have worked on the account 
during the past five years. 


CBS Promotes Fagan 

William J. Fagan, an assistant 
sales manager of CBS, New York, 
has been named administrative 
manager of the sales department by 
William C. Gittinger, vice-president 
in charge of sales. Leonard Erik- 
son, who was named network sales 
manager on March 5, will assume 
his duties in the New York office 
July 8, being transferred from Chi- 
cago, where he was western sales 
manager for CBS. 


Issues War Picture Book 


The Folmer Graflex Corporation, 
Rochester, N. Y., has issued a new 
booklet containing a collection of 26 
outstanding war pictures. The pic- 
tures were selected from the Gra- 
flex-sponsored exhibit in New York, 


which is to make a nationwide tour. 


New Needlework Product 

Sally Dickson Associates, New 
York, has been appointed to handle 
advertising and sales promotion for 
Vogart Transfer Patterns, a new 
product, C. K. Ribakoff, president 
of the Vogart Company, has an- 
nounced. The new line of transfer 
designs is being distributed through 
jobbers, syndicates and department 
stores for sale across art needlework 
counters. Advertising plans call for 
monthly insertions in 50 newspa- 
pers, in national magazines and 
business papers. 


‘Sunset’ Names Ayer 

N. W. Ayer & Son, Philadelphia, 
has been appointed to handle the 
advertising of Sunset Magazine, San 
Francisco. Magazines and Pacific 
Coast newspapers will be used. 


Let us 


defend Free Enterprise! 


@ Let us not get caught—The Washington 
do-gooders will naturally want to stay on. 


Let us sell Americanism to the Nation as we 
merchandise our products. We all believe in 
our country. We all know of the advantages 


August...National Free Enterprise Month! 


We dedicate the AUGUST issues of 
WHOLESALE GROCER NEWS 


* 


* 


_of political and economic freedom. Yet, we are 


threatened with a post-war paternalism which 
sadly implies there is something wrong with 
our Free Enterprise system. 


not so. Let us prove it! 


* 


We Declare: 


We know it is 


SUCCESSFUL GROCER 


to this great American cause! 


In the immediate post-war period can 
we carry on under-our own steam? Let 
us re-sell to the nation the idea that 
whatever the short-comings our eco- 
nomic democracy showed in the past, it 
is still the best way! 


The August issues of Wholesale Grocer 


TO LEADERS OF BUSINESS AND INDUSTRY 


Even if you don’t deal directly with wholesale and retail grocers, the August Free 
Enterprise issues of Wholesale Grocer News and Successful Grocer will be so 
widely read and the need to re-vitalize Free Enterprise is so urgent, that you will 
want to be represented on the advertising pages of these two leading publications. 


Support Free 


* AUGUST 
WHOLESALE 
GROCER NEWS 


176 West Adams Street 


News and Successful Grocer will be 
wholly devoted to the problems of Free 
The outstanding leaders 
in business, industry and politics have 
already agreed to contribute articles to 
these issues. ‘They will be widely read 
and we are preparing for large orders 


Enterprise. 


for reprints. 


Enterprise in 


* AUGUST 
SUCCESSFUL 
GROCER 


Outline of plans for Free Enterprise and rates sent immediately on request. 


VERST PUBLISHING COMPANY, Inc. 


Chicago, Illinois 
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Gillette All-Star 
Game Switched to 
CBS from Mutual 


New York, July 1.—Gillette Safety 
Razor Company’s sponsorship of the 
All-Star Baseball Game July 13 be- 
tween picked American and Na- 
tional League teams over the Mu- 
tual network (AA, June 14), has 
been switched to the full CBS net- 
work exclusively, it was announced 
today. 

Carried as a sustaining feature 
each year since its inception, this 
year’s airing will be the first com- 
mercially sponsored broadcast of 
the game, July 13 at 8:55 p.m., 
EWT. If rain interferes, the game 
will be played the next day and 
broadcast at 1:15 p.m., EWT. 

Besides the full CBS network, the 
game will be carried by the Cana- 
dian Broadcasting Corporation and 
will be heard in Toronto, Montreal, 
Honolulu and Hilo, with short wave 
broadcasts for American’ troops 
overseas. 

A spokesman for Mutual said that 
inability to clear time for the ball 
game made it impossible for the 
network to carry out the contract. 
Maxon, Inc., handles the Gillette 
account. 


Pall Mall to Mutual 
American Cigaret & Cigar Com- 


pany, sponsor of Gracie Fields and 
her “Victory Show,” for Pall Mall 


cigarets, currently heard on the Blue 
Network, will switch to a coast-to- 
coast Mutual network hookup, start- 
ing Oct. 11. 

The program will be heard Mon- 
days through Fridays from 9:15 to 
9:30 p. m., EWT, on a station lineup 
numbering between 150 and 200 sta- 
tions of the Mutual network. The 
last broadcast of the current sched- 
ule heard on the Blue will be July 
9, when the British comedienne will 
leave for England. 

Miss Fields will return in time to 
resume broadcasting on the Mutual 
hookup. Ruthrauff & Ryan handles 
the American Cigaret account. 


GM to Sponsor Symphony 


General Motors Corporation will 
sponsor the NBC symphony orches- 
tra on the full network of the Na- 
tional Broadcasting Company, be- 
ginning Aug. 1. 

Representing a reported outlay of 
about $1,000,000, the program will 
be heard Sundays from 5 to 6 p. m., 
EWT, with the contract calling for 
a year’s sponsorship. Arturo Tos- 
canini, Leopold Stokowski and 
Frank Black will alternate in con- 
ducting the orchestra throughout 
the year. 

Arthur 
agency. 


Schedule CBS Network 


Colgate-Palmolive-Peet Company, 
a consistent CBS advertisier since 
1936, has scheduled the full CBS 
network for both of its programs, 
“Judy Canova Show,” and “Hobby 


Kudner, Inc., is the 


Lobby.” The “Judy Canova” pro- 
gram will make its debut July 6, 
and will be heard Tuesdays from 
8:30 to 8:55 p. m., EWT, with re- 
broadcast at 12 midnight. The pro- 
gram replaces the Al Jolson show. 
Sherman & Marquette is the agency. 

“Hobby Lobby,” sponsored on 
CBS since 1941, will expand from 
78 stations to the full network, 
effective July 17. In behalf of 
Palmolive shave cream, the pro- 
gram is heard Saturdays from 8:30 
to 8:55 p. m., EWT, with rebroad- 
cast at 11:30 p.m. Ted Bates, New 
York, handles the Palmolive ac- 
count. 


Coal Meeting Postponed 


The annual convention of the Na- 
tional Coal Association, which was 
to have been held in Cleveland last 
week, was postponed on account of 
conferences which the coal opera- 
tors were holding in Washington 
with Harold Ickes, now the boss 
man of coal production. The con- 
vention, which was to have dis- 
cussed the completion of plans for 
the national advertising campaign 
of Bituminous Coals, Inc., set up 
as the promotion agency of the in- 
dustry, will be held in the near 
future. 


Become Partners 

C. Darrell Prutzman and Carroll 
H.‘Rickard have become partners of 
Horton-Noyes Company, Provi- 
dence, R. I., agency, effective 
July 1, 
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Alabama Leads 
The Southeast 
In Contracts For 


WAR 


MORNING EVENING 
NATIONAL 


The Birmingham News 


REPRESENTATIVES: 


war. 
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T TAKES guns, ships, ammunition, 
powder, planes, clothing to win the 


It takes minerals, plants, power, 
machines, transportation, and men to 
make materiel to win the war. 


It takes airfields, forts, and camps 
to train the men to use the materiel to 
win the war. 


It takes temperate climate to make 
the most to equip and train the men to 
win the war. 


ALABAMA has ALL these things 
. » « the industries, the men, the ma- 
terials, the power, the transportation, 
the climate, the camps. 


ONE BILLION, ONE HUNDRED 
THIRTY-FIVE MILLION DOLLARS 
in major war contracts were awarded 
in Alabama by the Army, Navy, Mari- 
time Commission, and the Treasury 
Department from the beginning of the 
war program in June, 1940, through 
February, 1943. 


This is the greatest amount award- 


ed to any of the seven Southeastern 
states. This was allocated as follows: 


SHIPS 


(fabrication of naval 
and maritine vessels) 


$ 277,000,000 


MISCELLANEOUS (tex tiles, 


supplies, ammunition, etc.) 


312,000,000 


INDUSTRIAL FACILITIES 
(new plants and expansion of 


old plants) 380,000,000 
NON - INDUSTRIAL FACILI- 
TIES (cantonments, airfields, 
etc.) 166,000,000 
TOTAL $1,135,000,000 


With 75% or more of the state’s 
industries located within the Birming- 


ham area, 


the South’s greatest indus- 


trial center continues to grow. 


Birmingham has more families in 
residence, greater payroll volume, more 
workers and more money per worker 
than at any time in the city’s history. 

Look to the South. Look to Bir- 
mingham ... a great market which 
may be sold through a single adver- 


tising medium . . 


. The Birmingham 


News-Age-Herald. 


SUNDAY RADIO STATION WSGN 


RELLY « 


THE BIRMINGHAM AGE-HERALD 
‘‘THE SOUTH’S GREATEST NEWSPAPERS'’’ 


vx 5,000 WATTS 
SMITH 


610 KC - 
COMPANY 


Kroll Releases 
First Campaign 


in Newspapers 


Chicago, June 30.—Kroll Broth- 
ers Company, manufacturer of baby 
carriages and juvenile furniture for 
more than 40 years, this week 
iaunched its first newspaper adver- 
tising. Initial copy, telling the pub- 
lic that “Kroll dealers are ready to 
serve you,” appeared in Chicago. 
Later it will be expanded to other 
key cities where Kroll dealers are 
located. 

Large-space advertisements in the 
Chicago Sun, Times and Tribune 
Tune 27 and the June 28 Daily News 
featured the new Kroll Krib with 
“adjusta-matic” spring, and _ the 
Kroll Kab, baby carriage with many 
patented features. 

According to Samuel Kroll, sec- 
retary-treasurer and general man- 
ager of the company, the manufac- 
ture of baby carriages has been 
classed as an essential industry 
officially designated as AA3. To 
cooperate fully with the company’s 
2,000 dealers, he said, auxiliary 
newspaper advertising has become 
necessary. Dealers are located in 
the ‘United States and Mexico, but 
prior to the war the company’s 
products were carried by dealers in 
Canada. 

The company advertises nation- 
ally in such magazines as Good 
Housekeeping, Hygeia, Ladies’ Home 
Journal, and Parents’ Magazine, as 
well as in magazines going exclu- 
sively to mothers like Baby Care 
Manual, Baby Talk and My Baby. 
Copy has also appeared in leading 
trade publications. 

Previous supplementary advertis- 
ing to help the dealer has included 
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the KROLL DEALER «a 
: your BEST FRIEND! 
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Kroll Dealers are veady to sewe youl 


MANIONALLY ADVERTIEO 
NATIONALLY ACCEPTED! 


SS cord * 7 


Fay (40a 4 
vem Foen ; 
coveed DART CARE $s; 


coed 


Sold ia CHICAGO at leading department specialty and tursitere stores 


window display cards and direct 
mail pieces. Where company sales- 
men cannot travel as much as for- 
merly because of the war, and many 
Kroll dealers have been obliged to 
use most of their advertising appro- 
priations to advertise soft goods and 
substitutes, newspaper advertising 
by the company is expected to help 
out. Both magazines and the new 
advertising in newspapers. gives 
prominence to the seal of the 
American Medical Association, Good 
Housekeeping guarantee, and a 
Parents’ Magazine commendation. 

Kroll Brothers has built its busi- 
ness around the manufacture of 
carriages, cribs, youth beds, play- 
ground equipment and similar 
products, and has always banked on 
strong dealer support. The news- 
paper campaign is expected to fol- 
low previous company policies, 
using generous display space, dealer 
boosting copy, irresistible babies in 
the illustrations and a new “heart 
throb” note because of the war 
angle. 

Charles Silver & Co. is the agency. 


Agency Names Valz; 
Adds New Account 


D. J. Valz, formerly with the 
Andover Press, Andover, Mass., and 
Howard Wesson Engraving Com- 
pany, Worcester, has joined Suther- 
land-Abbott, Boston advertising 
agency, as traffic manager. 

The Eastern Corporation, Bangor, 
Me., maker of the Eastco line of 
writing papers, has placed its ad- 
vertising account with Sutherland- 
| Abbott. 


on 

Morris Joins WAAT 

| M. D. (Doc) Morris, for the past 
ten years hotel and restaurant man- 
ager of the New York Sun, has 
| joined Station WAAT, Jersey City, 
| as an account executive, with head- 
| quarters in Newark. 


Philip L. Jackson, publisher of the Ore- 
gon Journal, Vernon R. Churchill, as- 
sistant to the publisher, and Gilbert P. 
Farrar, consulting typographer, discus: 
a technical point during the recent re- 


styling of the Journal. Farrar has been 

in Portland for the past six weeks work- 

ing on a new format for the daily and 
Sunday Journal. 


‘Oregon Journal’ 
Revamps Makeup 


Portland, Ore., June 30.— With 
better readability as the aim of its 
new type style, the Oregon Journal 
has adopted a new makeup for its 
daily and Sunday editions designed 
by Gilbert P. Farrar, consulting 
typographer. 

First issue of the restyled daily 
Journal made its appearance June 
14, with the new Sunday Journal 
introduced to readers June 20. New 
headline types suggested by Mr. 
Farrar, who redesigned the Los An- 
geles Times which won the N. W. 
Ayer award for typographical ex- 
cellence in 1936, are Erbar and 
Metro medium, both faces of a clear, 
even-toned design. Layout of the 
pages is flexible, with type face and 
white space used to break the mo- 
notony of body type. Philip L. 
Jackson, publisher of the Journal, 
asked Mr. Farrar to come to Port- 
land last month after the New York 
consultant had suggested earlier 
makeup changes by mail. 

Three comic sections of the re- 
styled Sunday paper have been re- 
vamped into a single eight-page 
section. Pacific Parade, magazine 
section offered Sundays by the 
Journal and 10 other West Coast 
newspapers, made its bow in tab- 
loid size in the new Sunday edition. 
Four of the other newspapers in the 
group also print this section as a 
tabloid. 


Releases Third Ad 


Freedom House, New York, re- 
leased its third full-page newspaper 
advertisement last week in the New 
York Times. Part of a series of 
advertisements in support of a “win 
the peace” campaign, the latest 
insertion was headed “Stop World 
War III.” Grey Advertising Agency, 
New York, handles the account. 


. ’ 
French Joins Four A’s 
Oakleigh R. French & Associates, 
St. Louis, has been elected to mem- 
bership in the American Association 
of Advertising Agencies. 


“1 


COLLINS 
MILLER & 
HUTCHINGS 


Photo-engravers in Chicago 
207 North Michigan Avenue 
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Wilson Teaches 
Dog Food Lesson 
in Ideal Campaign 


(Continued from Page 1) 


campaign in Chicago devoted pri- 
marily to a re-education of the 
housewife in dog feeding and in an 
understanding of his nutrition re- 
quirements. 

“If you love your dog, read these 
facts!” was the headline of the ini- 
tial smash in the series, which de- 
clared, “Science reveals amazing 
facts about your dog’s eating hab- 
its.” Consumers were told that dogs 
are color blind, that they bolt their 
food and relish it with their stom- 
achs, and that fresh meat alone is 
not the perfect diet for dogs. “The 
color we know as meat color,” the 
copy explained, “has no appetite 
appeal to your dog.” 

Deg food, the copy continued, 
must contain protein, vitamin A, 
accessory food factors such as liver, 
calcium and phosphorus, correct 
proportions of carbohydrates and 
fats, and must remain fresh and re- 
tain all of its component food 
values. Ideal dog food meets these 
requirements. 

Then follows a picture continuity 
explaining “bolus” feeding as a 
means of teaching the dog that 
Ideal dog food will satisfy him 
completely. “The idea is to roll a 
bit of moistened Ideal into a ‘bolus’ 
or large pill,” the captions explain. 
“Now you place this bolus in your 
dog’s mouth, as far back as possible, 
so he will swallow it. He is now 
enjoying the food, in his stomach. 
He feels good—so he goes for more 
because he associates the idea of the 
‘bolus’ with the good feeling in his 
stomach,” 


Based on Tests 


The advertising is based on ex- 
tensive tests made all over the 
country by John M. Eagle, manager 
of the Ideal dog food department of 
Wilson & Co., and a staff of seven 
men. Not only dog owners, but 
veterinarians, jobbers and dealers, 


newspaper advertising executives 
and others were interviewed, and 
in one city, Evansville, Ind., un- 
marked samples of many types of 
dog food, including Ideal, were dis- 
tributed to owners, with return 
cards on which the experience of 
owners and dogs was reported. 

As a result Mr. Eagle and other 
Wilson executives are convinced 
that an educational campaign to 
sell consumers first on the nutri- 
tional values of the new types of 
dog food which have been created 
as a result of war restrictions, and 
second on the correct methods of 
feeding, is necessary to meet the 
situation. Thus far the reaction has 
been highly favorable, and it is ex- 
pected that it will be extended to 
other markets. 


Many Problems Met 


“The dog food industry,” said Mr. 
Eagle, “has been confronted with 
unusual problems. Not only our 
raw material—fresh meat— was 
withdrawn from use by this indus- 
try, but we were unable to continue 
the use of cans, and new machinery 
for dehydration and other process- 
ing of new materials was not to 
be had, because of lack of priorities. 
We just had to build our own. 

“The industry has shown typical 
American ingenuity in finding ac- 
ceptable materials, even though 
these, too, have been controlled by 
Department of Agriculture regula- 
tions. The proper use of available 
supplies, and their value in animal 
nutrition, have been studied on a 
scientific basis, so that we believe 
that Ideal and other good dog foods 
are now giving dog owners a satis- 
factory product which will serve 
for the duration. 


Aids Meat Conservation 


“At the same time we are con- 
tributing to the public welfare by 
making it unnecessary for dog own- 
ers to use part of their own meat 
supply for dog feeding. Table scraps 
cannot be used successfully, first 
because the supply is insufficient, 
and second because it is inadequate, 
from the standpoint of balanced 
nourishment, to sustain a dog in 
good health. 

“Thus the educational work 
which is being done will serve not 


only the interests of the industry, 


A JOB TO DO 


Consult this Booklet 


Seventy-eight per cent of Georgia's retail sales are 
concentrated. Where they are, and how to get at them 
is a package that can be delivered. The Urban Georgia 
Booklet tells you both where and how. Write for it. To 
those with a selling job to do down South, it is free. 


Largest Circulation in the South 


186,663 DAILY 


245,462 SUNDAY 


ae 
Atlanta Journal 


NATIONAL REPRESENTATIVE: 


SAWYER-FERGUSON - WALKER 


but we feel will be of value to the 
government in the proper use and 
conservation of materials, and to 
dogs and dog owners by giving them 
a scientifically manufactured prod- 
uct which will serve the require- 
ments without unnecessary demands 
on the food supply needed for our 
people.” 

Competition Keener 


The dog food industry had a pre- 
war volume of about $75,000,000 a 
year, and a production of something 
over 1,000,000,000 pounds a year. 
Under war conditions the number 
of manufacturers has declined, but 
competition is probably keener than 
before, with the advent of new and 
important merchandising factors 
like Quaker Oats, which has taken 
over Ken-L-Ration, and General 
Foods, which recently purchased 
the Gaines dog food business. In ad- 
dition Kellogg Company is increas- 
ing the advertising and merchandis- 
ing support given Gro-Pup. 

It is estimated that current an- 
nual volume of dog food is running 
about 700,000,000 pounds, a 30% de- 
cline from 1941, but in view of the 
changes in product, packaging and 
merchandising methods involved in 
a complete change-over of the in- 
dustry, the result is regarded as re- 
markably good, and as additional 
evidence that American manufac- 
turers refuse to be licked by adverse 
circumstances. 

Ideal dog food advertising is 
placed through U. S. Advertising 
Corporation, Chicago. 


G. V. ROTHENBURG 


New York, July 1.—Funeral serv- 
ices will be held here tomorrow for 
Grover V. Rothenburg, 58, president 
of Noee, Rothenburg & Jann, pub- 
lishers’ representative. He died of 
a heart attack at Billings, Mont., 
June 25 while on a business trip. 

Mr. Rothenburg, whose home was 
in Darien, Conn., was for many 
years advertising manager of the 
old Post Cereal Company, Battle 
Creek, Mich. In 1919 he came to 
New York and joined in establish- 
ing Hulscher & Rothenburg, agency 
which handled the Post account. 
After Post Cereal entered the Gen- 
eral Foods merger, he joined Black- 
ett-Sample-Hummert in Chicago, 
and in 1927 became a partner in 
Cone, Rothenburg & Noee. He was 
named president of the firm in 1930, 
when it was changed to its present 
name. 


EUGENE B. PEIRSEL 


Chicago, June 29.—Eugene B. 
Peirsel, of Crowell-Collier Publish- 
ing Company, died last week after 
an illness of several weeks. He 
came to Chicago in 1918 as a repre- 
sentative of Woman’s World, and 
later was western advertising man- 
ager of Cosmopolitan. 


LEWIS H. YEOMANS 


San Francisco, June 29.—Lewis 
H. Yeomans, owner of the Yeomans 
& Foote agency here, died recently. 
He had been associated with Lord 


& Thomas and Leon Livingston 
Advertising Agency in San Fran- 
cisco, and the Farrar agency in Los 
Angeles. The Yeomans & Foote 
company will be liquidated. 


ED BREARLEY _ 


Toronto, June 29.—Flying Officer 
Ed Brearley, first member of the 
Toronto Young Men’s Advertising & 
Sales Club to join the armed forces, 
has been reported as having “not 
returned from an operational flight.” 
Of the 113 members of the junior 
and senior advertising clubs of To- 
ronto now in the services, he is the 
first casualty. 


CHARLES C. McKINNEY 


Chicago, June 29.—Charles Clegg 
McKinney, veteran Chicago adver- 
tising executive, died last Friday at 
St. Francis Hospital, Evanston, fol- 
lowing a brief illness. Since 1905 
Mr. McKinney had been engaged in 
the advertising and agency busi- 
ness, having headed his own firm 
for many years. He was one of the 
founder members of the original 
Chicago Advertising Club. 


Two Join FC&B 


Fred Bethel, formerly program 
director of Mutual Broadcasting 
System and Blue Network, and Bert 
Prager, recently radio director of 
Donahue & Coe, New York, have 
joined the radio department of 
Foote, Cone & Belding, New York. 


52 VANDERBILT AVENUE, NEW YORK 


West Coost Representotives, SIMPSON-REILELY, LTO. 
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Bayonets for the heart of the Axis, shells for the guns of 
the Allies, giant bombers and fighter planes to drive the 
enemy from the skies, and myriads of other tools for war 
and for peace pouring forth from a multitude of roaring ‘i 
modern plants — that’s today’s new 
hands of millions of Southerners are turning the wheels of 
the South’s new industries. Those same hands still get 
together around the barbecue pit when the time for relaxa- 


tion and enjoyment comes. The Southland lives at home, © Holland's Magazine is devoted to Southern homes 
. and more than one-half million Southern fam- 


entertains at home and loves its homes - madsen Keene vem Mle ag 


its new found wealth will be spent. Holland’s Magazine is 
the magazine that sells the South — it is the magazine of : 
the leading families of the South. Holland’s alone reaches © 78% 
deep into the heart of more than one-half million Southern 
homes. For every kind of accessory and necessity for the 
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THAT’S TODAY'S NEW soutnHn 


home and family today’s South is a new market, a richer 
market, a market with a future—and now is the time to 
test it with Holland’s Magazine. 


South! The skilled 


- and that is where 


a 


In Today's New South 48°% More Readers 
Read Your Ad in Holland's Than in Leading 
National Magazines* . 


.. and Here's Why! 


@ 72% of Holland's readers own their own homes. 


of Holland's readers live in single family 
dwellings. 


©® 88% of Holland's families have children. 


© 78% of the entire family in the new South read 
Holland's. (4.2 readers per copy.) 


*In proportion to circulation, according 


to L. M. Clark Reader Interest Survey ¥ 


TEST TODAY'S NEW SOUTH NOW, WITH 


75 EAST WACKER DRIVE, CHICAGO 205 GLOBE-DEMOCRAT BUILDING, ST. LOUIS 
RUSS BUILDING, SAN FRANCISCO GARFIELD BUILDING, LOS ANGELES 
DALLAS 
TEXAS 
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The Magazine of the New South 
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Cleanup of Copy 
by Media Groups 
Urged by La Roche 


(Continued from Page 1) 


when actually they are the excep- 
tions. 

“But these exceptions do exist, 
and they call for action. There is 
no use writing more codes. We 
have plenty of codes, but it is 
apparent that they alone can not 
do the job.” 

Returning to the self-regulation 
discussions of former days, Mr. 
LaRoche placed the task of cleaning 
up advertising squarely on _ the 
doorstep of major media, declaring 
that they are best equipped to per- 
form the task. 

“The job, to my mind, belongs in 
one place,” he asserted. “It belongs 
with those who have the power to 
prevent such advertising appearing 
and being heard, and that is with 
the four great media of the nation 
{presumably newspapers, magazines, 
radio and outdoor]. Already they 
have done much themselves. Try 
to get an ad for an inferior product 
or an ad that strikes out at a com- 
petitor in our national magazines. 
Great newspapers, like those in New 


York, have a code of ethics for the 
retail advertisers, which they would 
do well to apply to national adver- 
tisers, too. 


National in Scope 


“We should ask these four media 
to get together to set up a strong 
force of their own that will do this 
job. And if we don’t, there is no 
doubt that the government will have 
to do it for us. It is not enough 
to do the job locally. Better Busi- 
ness Bureaus have done a good job, 
but something bigger, national in 
scope, is needed. Action on a broad 
scale, big enough to curb any 
offender, is needed. 

“We must get ready for the peace 
that is coming. This country needs 
what advertising can do in provid- 
ing employment and bringing about 
lower prices and full employment. 
But we will not be able to do our 
peacetime job to the full unless we 
have lived up to our opportunity 
in this war. 

“It is very apparent that more 
help is needed from printed adver- 
tising. In this war, things that 
make no war contribution cannot 
survive. The Army and Navy in 
considering advertising as an item 
of cost, will consider the subject 
matter of advertising as well as its 
volume. 

“New habits must be formed, and 
formed quickly, by all those who 
prepare and okay advertising. If 
business, if advertisers and adver- 
tising agencies cooperate in spread- 


agencies and successful 


SERVICE @ @ @ is the password 


of The Faithorn Corporation. It is so ingrained 
in the minds of every one of our employees 
that, as far as the element of time is concerned, 
SERVICE goes with the job, with or without 
the asking. But, there is still more to Faithorn 
SERVICE than the delivery of the job. We also 
insist there must be a quality standard. To rush 
work through to meet a deadline .. . at a sacri- 
fice of quality . . . is not SERVICE at Faithorn. 
We (1) set type, (2) make engravings and 
(3) produce printing—all under ONE roof, 
with full responsibility under ONE management. 
This is what is known as Faithorn 3-in-1 
SERVICE. You can secure one or all just as you 
desire, but all are here—at your command. 


PRINTING 


We insist that to sacrifice quality for a cheap price 
is FALSE economy. At the same time, we always 
endeavor to produce QUALITY advertising matter 
—at the most reasonable cost. This is what we term 
TRUE ECONOMY. That we have succeeded is 
best attested to by the large number of advertising 


larly serving. We will gladly show you the list and 
samples of work. TRY US. Phone—Wabash 7820. 


FAITHORN 
CORPORATION 


AD-SETTING © ENGRAVING © PRINTING 
504 SHERMAN STREET © CHICAGO © WABASH 7820 


institutions we are regu- 


ing war information, the dividends 
will be enormous.’ 

At the beginning of his talk, Mr. 
LaRoche asserted that “two modern | 
weapons of decisive power are 
emerging in this war: Air power 
on the fighting front, and advertis- 
ing on the home front. Air power 
is daily demonstrating its might. 
Advertising is beginning to. 


Must Demonstrate Place in War. 


“This fall advertising will give its 
greatest demonstration of public 


service—one that will contribute 
much toward informing, inspiring 
and uniting our people. . . We are 


a young business. Most of you have 
helped to bring advertising to ma- 
turity. You have seen it come out 
of its sloganeering stage and emerge 
to a sense of its social obligations, 
to become a scientific, fact-finding 
business. 

“Advertising has had its critics 
and some there are who would hold 
us back. But many more in Wash- 
ington, like Donald Nelson, Secre- 
tary Morgenthau, Palmer Hoyt and 
Justice Byrnes, are anxious to turn 
on its full power. So we need not 
worry about defending the useful- 
ness of advertising. But, unless we 
give a good demonstration of adver- 
tising’s place in the war, we won't 
have a chance to defend it.” 

Reviewing the formation and 
operation of the War Advertising 
Council, Mr. LaRoche revealed that 
the Council’s budget is $125,000 a 
year, and declared that “compared 
with the last war, the amount of 
advertising power we have put be- 
hind this one is as great as the 
differences in our production and 
armed effort. A million and a half 
or two million was our total con- 
tribution in the last war—in this 
war it is already over $250,000,000.” 


Praises Radio Plan 


As a result of the radio allocation 
plan developed with the cooperation 
of OWI, he said, 202 coast-to-coast 
programs are offered to the govern- 
ment by 120 advertisers, “and every 
week since April 27, 1942, 115 mes- 
sages are broadcast to an average 
of 300,000,000 radio listeners on 
these shows. Advertisers who use 
spot radio contribute weekly 85 
programs, in which 38 messages are 
sent out to 9,000,000 listeners. And) 
70 large, important national adver- 
tisers have turned over complete 
shows to war themes on a regular 


schedule in which they do not even 
|mention their product. Over $13,- 
|000,000 worth of time and talent 
|has been contributed under this 
special assignment plan. 

| “The networks themselves have 
| contributed time and the production 
on many shows—a total of $100,- 
000,000 in time and talent con- 
\tributed by advertisers and net- 
| works and stations. 

‘In newspapers and magazines 
l|advertisers have converted over 
| $100, 000,000 worth of their advertis- 
ing to war messages. The drug | 
industry alone is’ contributing 
82, 000,000 to war bond advertising. 
| “National magazines have con- 
| tributed a page a month in every 
|issue for the total war campaign 
and 444 of them, with a total of 
| 90,000,000 circulation, plan to con- 
| tinue to contribute a page a month 
to the 


new inflation campaign, 
| which will start in August. 
‘Four hundred fifty advertising | 


agencies have contributed $4,000,000 


worth of the only thing they have 
to sell—their time and their skill. 
“Outdoor in 1943 has already con- | 
verted 45% of all outdoor posters} 
|to wartime advertising and Kerwin 
Fulton predicts that 65% will be| 
converted by fall. Outdoor will 


contribute 100,000 corner posters for funds to promote the sale of series | include 


the 3rd War Loan, and 30,000 24- 
sheets—all at no cost—and in addi- 
tion has a quota of 20,000 to be 
sponsored by private firms. 


Recalls Newspaper Scrap Drive 


“The job the newspapers of the 
country did in the scrap drive will 
never be forgotten. They have just} 
done a job equally as good; through | 
the Allied Newspaper Council they | 
were able to secure from advertis- | 
ers enough funds to provide the 
equivalent of 36,000 page advertise- 
ments in the 2nd War Loan drive.” 

The Council’s two-fold program 
for this fall Mr. LaRoche defined 
as getting at least one-third of all 
|} advertising to be contributed to war 
messages—a total of about $500,- 
000,000 worth of advertising—and 
of getting advertisers to earry a 
war message of some kind in every 
ad. He enumerated several of the 
major campaigns which the Council 
will push this fall, and besought the 
cooperation of local advertising 
clubs in energizing the programs in 
their communities. 


“Positions Wanted,” 


The rates for this department are as follows: 
“Representatives Wanted,” 


tatives Available,” 30 cents a line, minimum charge $1. Terms 
cash with order. All other classifications (single insertion 
rates): % in., $2.75; 1 to 3 in., $4.75 per inch. 


The Advertising Market Place | 


“Help Wanted,” 
and “Represen- 


HELP WANTED 
TRADE PAPER 
ADVERTISING MAN 
An established food processor's publi- 
cation needs an experienced trade pa- 
per advertising man, preferably with 


food background, not only to sell but 


POSITIONS WANTED 


“AGENCY or MANUFPACTU RER 
Executive assistant or manager; 
years 4-A agency experience all ‘de 
partments plus specialized creatiy 
and production. Will assist first-li) 
executive or manage operation wit 


assist in executive duties. Knowledge|future. Married; draft-exempt; We 
of dehydration helpful. Permanent | preferred; $6,000 minimum. 
position. Write fully. Box 4187, ADVERTISING AGE, Che 
Box 4189, ADVERTISING AGE, N. Y.| GOPYWRITER—versatile free lan 
Copywriter, aircraft eee $400/20 yrs. exp.; ind., con., _— gen.; a 
ee ee eee $140 | media; good lay.; N. U. ad. 
Sales Correspondent ............. $175 | Box 4186, ADVE RTISING. "AGE, Che 
Layout, corrpt., publ............. $180) Public Relations Officer, 37 years 0) 
Market Research, newspaper..... $200] receiving medical discharge arm: 
Layout, small ads, exp. retail type | forces July 15. Above average abilit, 
TRCOB cc cesccccessesscesceoeses 200| public relations, publicity, gener: 


George Williams 
COMMERCIAL PERSONNEL 


promotion. Full experience: Journa 


ism, printing layout, direct mail anid 
Advertising & Publishing Positions | management. Gave up own busine: 
209 S. State St.—Chicago, Hl. to enter service. Widely acquainted 
Wanted advertising man in the na-|thru USA. No marked preferences rs 
tional department of a metropolitan | garding new locale 
midwest evening and Sunday news- Box 4184, ADVE RTISING AGE, N. Y 
paper-—one with experience in Cc RE ATOR, SALESMAN OR BUYER 
ontacting agencies and general adver-|o95 yrs in selling, creating and direct 


tisers preferred. Must have a success- 
ful selling record and ability to write 
copy. Not subject to draft. All re- 
plies should give full details stating 
income required, Applications will be 
treated confidential. 


ing production of lithograph and 
printed advertising material, displays, 
posters, signs, direct-mail and out 
door. This seasoned creative thinke: 
now available as salesman, buyer o: 
producer of advertising material. 


Box 4179, ADVE RTISING AGE, Chgo. | Rox 4175, ADVERTISING AGE, Chgo 
2 4 —_— enc ©) )., > ~~ Se ee ee rs a ~ 
‘s 28 6500-1 SOPY WRITERS eee - Market Research Executive—12 year 
(3) ‘ SOP YWRITERS—Technical exp., | experience all phases of work (includ 
$5200 ing university teaching). Wants plac« 
(2) PROD. MGRS.—agcy. to $6000. where he can do constructive job for 
ASST. ADV. MGI media exp. Open |Present and post-war planning. Ag: 
(2) LAY FOU T ARTIS agcy., $3900+ 35, good health, married, draft exempt 
FIGURE ARTIST—agcy., $3500 Box 4188, ADVERTISING AGE, N. \ 
SALES PROM.—drug exp., $5000 Aggressive Southerner (438) with 
CONTACT & COPY—Cheo. agcy. Open |eighteen years successful newspape! 
ACCT. EXEC.—Foods, $7800 trade magazine, agency experience 
COPY WRITER—agcy. food exp. $7500) Plans, creates, writes, edits, directs 
asst: ADV. MGR.—Foods, $5000 sells. Mentally, morally and physi 
COPY & LAYOUT—adv. dept., $2800 |cally equipped to do thoroughly good 
ADV. MGR.—Ind. exp., $4800 job as advertising manager, promo 
Advertising positions for men and|tion manager, copywriter. A straight 


women. 
No obligation to register. 
Fred Masterson 
Sinclair-Masterson Personnel 
310 8, Michigan Ave.—Chgo. 


_ POSITIONS “WANTED — 
House Organ Editor or Public Rela- 
tions Man. 4F, well rounded back- 
ground of 10 yrs. exp. in newspaper, 
radio, magazine editorial work. 
Box 4182, ADVERTISING AGE, 


Chegeo. 


thinking, hardworking planner and 
doer who gets things done quickly 
quietly and well. Steadily employed 
Box 4190, ADVERTISING AGE, Chgo 
. _ REPRESENTATIVE AV AILABL iE 
~ Chicago Publishers Representative 

now serving outstanding  nationa! 
business paper can handle another 
|}magazine. Maintains complete offic: 


| facilities. 
Box 4185, AGE, 


ADVERTISING Che 


N. Y. Papers to 
Get Bond Drive 
Under Way 


New York, July 1.—The eight 
major metropolitan dailies which 
joined hands with the Treasury De- 
partment Feb. 24 to launch a news- 
paper campaign to promote the sale 
of war bonds and stamps (AA, 
March 1 and May 3) will get the 
drive under way next week with 
insertions of 1,000 lines appearing 
weekly in each of the dailies. 

Organized under the title War 
Bond Advertising Representatives of 
New York, the group is composed of 
the New York Mirror, Daily News, 
Herald Tribune, Journal-American, 
Post, Sun, Times and World-Tele- 
gram. The campaign, a non-profit, 
cooperative effort on the part of the 
papers, is not designed to sell ad- 
vertising space, and has been held 
up awaiting the necessary pledges 
and signatories to the drive. 

The newspaper group reported 
April 28 that 30 organizations ex- 
pressed willingness to participate in 
the sustained drive, with contribu- 
tions of $64,700 assured. Goal of 
the War Bond Advertising Repre- 
sentatives was to receive pledges of 


| $390,000. 


Sufficient funds have now been 
contributed to launch the drive and 
individual insertions will be signed 
by from one to 79 New York organ- 
lizations which have contributed | 


“E” war bonds and stamps. 


New Ad Bureau Book 


Conversion to war brought adver- 


| tising into a new era of usefulness, 


the ANPA Bureau of Advertising 


Bols Liqueurs 
Starts New Drive 


New York, July 1.—Scheduled to 
break nationally 
newspaper and magazine advertise- 
menis, Bols gin and liqueurs wil! 
feature a summer drive for its im- 
ported London dry gin and Bos 
liqueur monastique and creme de 
menthe. An_ extensive follow-u; 
fall campaign will be launched ir 
leading class publications. 

Copy on the imported gin will be 
keyed to the theme “It Takes a 
Fine Grain Gin to Make the World’ 
Finest Martini!” Bols liqueur mo- 
nastique and creme de menthe 
advertisements will carry the head 
“Treasures of the World,” as dis- 
tinctive, treasured cordials. 

The Bols products are now pro- 
duced in the company’s distillery i 
the Argentine. Brisacher, Davis & 
Van Norden’s New York office serv 
ices the account. 


Extends Ad Campaign 


Simmon Bros., Inc., maker of pho 
tographic equipment, Long Islan 
City, N. Y., is extending its adve1 
tising campaign, despite the fa: 
that it has no consumer goods 1 
sell. Beginning with July issue « 
trade and camera magazines, t! 
campaign will remind consume! 
and the trade that the company 
all-out in war production, but th: 
postwar products will be wort 
waiting for. Magazines to be us¢ 

American Photograph 
Magazine, Minicam, Phot: 
graphic Dealer, Photographic Trac 
News and U. S. Camera. 


Anne Grose Leaves L4M 


Anne H. Grose, for the past eig 


| 


| Camera 


has declared in issuing Supple- vork _ be semaen . enters +7 
ment No. 5 to the book “Advertis- rx, as cxecutive copywriter ‘ 
ing Goes to War.” The many the Woodbury soap and cosmeti: 
. « . c . . 
wartime services ” |account, has resigned. Miss Gro: 


advertising is 
performing on the home front are 


shown, particularly _ institutional 
copy. The book, in addition, car- 
ries testimonials to the power of ADVERTISING 
advertising from men in public life. | 
nai | LAYOUT-PRODUCTION MAN 
. Experienced layout-production man ar! 
Arma Appoints Tyson visualizer. Must know types and} 
- “ 7 | supervise manufacture of rough 
©. 8. Tyson & Co., New York, has | Real opportunity w th large advertising 
been appointed agency by Arma|f agency in the mid-south. Good « 
™ - gh na 
Corporation, Brooklyn, manufac- Address Box 4183, Advertising Ag: 
turer of precision instruments. , Chicago 


- 


plans to do free-lance writing at he 
home in Cornwall Bridge, Conn. 


in a_ series of 


AOvearTisine 


ay STS 


TORONTO MONTREAL WINNIPEG 


J. J. GIBBONS | LTD. 


MERCHANDISING 
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advertising: the domestic radio| War Information assumed that task| sort, plans nothing of that sort.” Washington, D. C., July 2.—The 


’ bureau and the Office of Program| nd by the creation of the program select committee of the House of 
ni Va es e a Coordination. allocation plan and in other ways 


; . Representatives investigating the 
Of the Office of Program Coordi- has rendered a service of the great- Ad Research Foundation Federal Communications Commis- 


= y : , ‘ . i 
' . 8 - cut off from funds, Mr. LaRoche} of the various campaigns and other| to run programs of radio stations. use : 
7 OWI Advertisin centered his testimony on the two| activities. I think it should be doubly clear Hou Group Assails 
bureaus which work closely with| “The radio bureau of the Office of| that FCC has done nothing of that Fly: Charges Denied 
| 


| | f ( nation, which is a purely advertis- = a to the gry - Elects New Officers sion today leveled 50 charges 
= ; ing unit in OWI, Mr. LaRoche said | @¢VerUSing sponsors, to broadcast-| me Advertising Research Foun-|®#8ainst FCC, ranging from general 
| OWS 0 ongress that “this handful. of men has, in - led al yy igor mS “anton dation has elected William G. Pal-|imcompetence to endangering the 


’ our opinion, done as outstanding a 
ep raigetcAl oh yp oy i job as has been done in Washing- 
ions on the subject o . -|ton. If present plans carry through, | *. side 
ministration leaders, who have en- Seay wit he ansietatios of the this work of coordination and pro- 
dorsed the principle and operation| Council — will have available for | 8™@™ Clearance has been = on 
of OWI, were busy in their efforts| war messages this fall about one-| 1" 4m able, intelligent and satisfac- 
to bring recalcitrant solons around | third of the total of peacetime ad- tory manner. 

to the administration’s viewpoint;|vertising. In other words, for a 
newspapers, many of which have| government investment of a few d 
delighted in flinging an occasional| thousand dollars, it will receive in| . Washington, D. C., June 29.— 
barb at the agency and its director,| return advertising worth 500 mil-| Chairman James Lawrence Fly of 
Elmer Davis, blazed forth editorial-|lion dollars. This is the kind of| the Federal Communications Com- 
ly, urging the continuance of the| ‘bargain’ the government cannot af-| ™ission yesterday vehemently de- 


“peal i national security. Eugene L. Garey, 
tion with the radio bureau, and I Tanah temmeene fos Bk nek counsel for the committee which is 
am glad to state that in our opinion| jn Benson, president, American| headed by Eugene Cox, Georgia, 
Association of Advertising Agen- listed among the charges that FCC 
cies, as treasurer; and Paul B.| Chairman James L. Fly had injected 
West, president, Association of Na-| himself into control of the Board of 
tional Advertisers, secretary. clas caus ar og bi 
' Directors are: Lee H. Bristol CPreens 6 ro 
FCC WON'T TAKE OVER vice-president, Bristol-Myers Com-| Casting stations at combat posts if 
pany; Allan Brown, advertising|the stations were manned by 
manager, Bakelite. Corporation: soldiers, and insisted that no com- 
Richard Compton, president, Comp- mercial company could permit the 
ton Advertising, Inc.; Otis A. Ken-| War or Navy Departments to take 


domestic branch; leaders of the ad-| ford to lose. nied that FCC had any desire to! yon, president, Kenyon & Eckhardt; |°Ver and operate a transmitter with- gai 
vertising field came to testify before} “The radio bureau is headed~by|t@ke over the functions of the|Chester J. LaRoche, chairman,|°Ut a license from FCC, * _ 
-— the Senate appropriations commit-| one of the most competent men in| mestic radio bureau of the Office) young & Rubicam; H. K. McCann,|_ Mr. Fly promptly issued a state- Zi 


tee, emphasizing the importance of| the radio industry. It makes mis-|°f War Information. The radio 1h 
a the bureaus with which they were) takes, of course. But the function| bureau, he said, is doing a “very| Allyn B. McIntire, vice-president, |t®€ Commission had become accus- 
é concerned. it performs in bringing order and — _ in . ee ee, Pepperell Mfg. Company; Stuart ——? — a — and 

sense to a highly complex operation ere have been published re-| Peabody, director of advertising,| ™™me¢ acts attributed to him “a 
Advertising Age Uses Space ” eaaebhe: all shis mated radio| Ports which intimated that FCC] Borden Company; and Harold e tissue of falsehoods. 

t aM ag og Sat a while | stations is essential. If OWI did not ee ee ri a gee Thomas, vice-president, Sterling ee 
the Senate an ouse tried to come} do it, some av " dur \ ’ . sald, ~| Drug, Inc. 
it: to an agreement on OWI’s future} are ES te aieutes chathar' ing that “it would be an inappro- . ee C. B. Cook Advanced 
eI status, ADVERTISING AGE sponsored | the radio bureau is overstaffed or| Priate line of work for the commis-| Names Frank Best C. B. Cook has been appointed 

advertisements which reprinted its| understaffed, or whether it could be| S100.” vice-president in charge of adver- 
= editorial, “Don’t Hamstring OWI,”| efficiently run on less money. But The reports that FCC would take} Louis Watch Company has ap-|tising, sales promotion and export 
” which appeared in the June 28 is-|the Council, from its own experi-|°VeT OWl’s radio bureau, he said,|pointed Frank Best & Co., New| sales of Elwell Parker Electric Com- 
id sue of this newspaper. As a con-| ence, does fully endorse the prin-| Come “at a time when so many|York, to handle its advertising.| pany, Cleveland. He joined the 
oe crete expression of opinion from the} ciple of a central, coordinating radio false and malicious reports are|Magazines and business papers will| company in 1914, and has been a 
ae advertising field, and a testimonial) pyreay.” ‘ being circulated about FCC’s trying|be used. director for the past two years. 
pt to the usefulness of OWI, the edi-| 4 strong plea for the continuance 
torial and the advertisement were | of the OWI particularly its activi- 
praised by government officials.| ties which deal with advertising 
ae! One called it the “clearest expres-| was voiced by Paul B. West, presi- 
= sion of the need for a government) gent of the Association of National 


information agency, and definition) Advertisers. appearing before th 
10 of that agency’s relation to the fields committee belurder. & = . 


president, McCann-Erickson, Inc.: ment from his office, declaring that 


a its serves” = Per He said, in part: “We believe 4M s 8 e 

ly The phrase, Don . a there are necessary functions per- 

ed OWI,” appeared frequently in the! formed by certain divisions of the | i ge 1S a i | lOS 
e" debate in both houses. domestic operations branch of the 

- Ponder Effects of Slash Office of War Information which 


should not be abolished, nor should 
“ The effects of the slash on OWI|they be crippled by restrictions of 


fice are still to be disclosed. The Senate| funds to a point where they could 
provided a $500,000 fund to be used | not effectively perform those func- 
aes in severing employes and closing| tions that are indispensable to the 
offices; Elmer Davis revealed yester-| successful carrying out of war cam- 
day afternoon that he had already| paigns to the public. 
ordered the field offices of the! “The manufacturers of this coun- 
agency closed by July 15. try who use and have used adver- 
It was expected, however, that|tising over the years have been 
the elimination of the field offices eager to cooperate with our gov- 
will wreak havoc in the distribution | ernment in bringing the war to a 
of OWI material. Members of the) quici: and successful end. That is 
news bureau pondered on their fu-| proved by their production record, 
ture methods of operation. In one) py their wholehearted conversion to 
: section, a joker had erected a sign,| the manufacture of war materials 
+ showing the number of hours left} and by their compliance with gov- 
before the June 30 deadline (and 


like a letter from home!!’’ 


As Harry Joseph’s letter, published 
in a recent issue of ADVERTISING 
AGE suggests, advertising men now in 
the service get a real lift from learning 
about what is going on in this big, 
active business. They are bound to 
enjoy not only the news of people they 


“uy ; — ernment edicts made necessary by know, but also to have confirmation of 
iy the end of their appropriation) ar-| the war. h a , : 5 
rived. site Meaaiinaitaitn Wah the fact that advertising is doing its 
bee eae me, Meee, ONE See i . oxtchaane ea een saceni part, and an ever-increasing part, in 
Fagen ying the damage done to It. Because of their experience, th ffort hee be f t 
a’ ambitious $8,800,000 budget had) they know, better than any other e war effort on the home front. 
a ee a tenomsoae § control vn od class in America, the power of that 
. information, along with new appeals| branch of business called advertis- Mr h’ ; h 
and campaigns on the promotional| jing They have seen it sell their . Joseph's suggestion that readers 


“ih side. Senator O’Mahoney’s amend- 
lis- ment, which failed by six votes, 
would have restored $5,500,000—a 


goods; they have seen it raise the 


pass along their copies to service men 
standard of living in this country 


is an excellent one. So is his thought 


“|to a level never even approached . . er 
rin wah pone Pita ao had pri) in any other country. ” about special service subscriptions. 
VEY SGrese Wes Soares. ; “The people of America are While paper restrictions make it im- 
he The loss of the graphics section! accustomed to being informed and _— 


will affect some campaign work, 
notably that dealing with the indus- 
trial field where production posters 
have been used. The loss of the 


EPH, 


motivated to action in the American —a ee All. . Joe rtising 
% 


way through advertising. It is the 
war of our American democracy. 
It is an inspiring and a fortunate 


possible to add service subscriptions 
without limit, ADVERTISING AGE 
will adopt this plan for at least a short 


~ motion picture section was long €x-| thing that American business came time, thus enabling subscribers to put 
an pected—Lowell Mellett, its chief,| forward and offered its great facili- : f bli ‘ : h 
e] has been under fire for some time) ties of selling and advertising to the copies of the publication into the 
fa —although Hollywood companies) government war effort, just as it hands of service men at half the usual 
1 rushed to ask its continuance. did its production facilities and —. 

» Still surviving were the offices of| genius, when the government de- price. 

tl the director, program coordination, | cided not to appropriate funds for 

1€1 no genet radio yee dl ae Me advertising. More than $200,000,000 ; h 

y reau, and special services. ‘aS\in official war theme advertisin ; 1 ' 

hi the opinion of OWI men that they|have been contributed ‘by some Special subscription rate for men in the service 
rt had less budget, less staff—and a| 1259 advertisers thus far, accord- 

Ist bigger job to do. ing to an incomplete estimate now tae 

nh in process of compilation, and the Service men may send in their own subscriptions direct 

at ADMEN TESTIFY TO job is only just begun.” at half rate, or $1 a year. Advertising Age subscribers may 

‘ac IMPORTANCE OF OWI Neville Miller, president of the 


also send in subscriptions for service men at half price. In 


Washington, D. C., June 29.—/ National Association of Broadcast- view of restrictions on mailing copies overseas, this offer 


Chester J. LaRoche, who left his|ers, told the committee that the 


sf post as chairman of the board of overwhelming majority of broad- is restricted to subscriptions to be mailed to addresses 
ig Young & Rubicam to serve as presi-| casters believe the OWI radio bu- within the limits of the Continental United States. 

Je dent of the War Advertising Coun-|reau has done an excellent job of 

( cil, told a Senate committee on ap-| Program coordination and clearance 

tir propriations last Saturday that the | activities “and has produced a con- 

ro: failure to use “fully and intelli-| dition which is vastly superior to 

he gently in a total war the unequalled | the chaotic condition which existed 

information channels this country | Prior to the commencement of these 

— offers would be tantamount to a/| activities. 


eee ’ “ , ; 
military error.” Broadcasters and _ advertisers 


Speaking in defense of the do- 
mestic division of the Office of War 
Information, which the House had 


early offered their cooperation to 
the government and over the last 
several years have contributed radio 


time valued at millions of dollars 
: to assist in campaigns and other 
When you visit the ordnance | activities in connection with the 
show stop in at Room 1609/ war program,” he said. “It early 
and see the only air-condi-| became evident that to make the 
tioned letter shop in Chicago. | most effective use of the radio time 
Open evenings July 6-7-8-9. | available it was necessary that some 
agency be empowered to coordinate 

CALDWELL LETTER SERVICE the requests and needs of the vari- 
Tribune Tower, Chicago ous government agencies and to 
SUPerior 8154 determine the relative importance 


Advertising Age 


THE NATIONAL NEWSPAPER OF MARKETING 
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100 E. Ohio St., Chicago - 330 W. 42nd St., New York 
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> CONTACT. 
UNCLE DUDLEY! 


-*here’s another exclusive 
Yank ar raid story!” 


— 


| 
| 


> 


| 
~\ 


NCLE DUDLEY, signer of Globe editorials since 
1891, has become synonymous with The Bos- 


ton Globe. For over fifty years Uncle Dudley's clear, 
. ; ’ - ditorials have ly ssed th 
Writes Nephew NAT A. BARROWS, fighting semen iar at ay creed 
but have expressed the thoughts of the majority of 

correspondent, and continues thus: 


his readers as well. Writing of Boston tradition, the | 
New York Herald-Tribune once said: | 


a 


| “There's the balloon and pinwheel man who 


has memorably vended his wares from the 
Out of the vast pall of smoke hanging over the Ruhr For the third successive morning German fighter- | corner of: Webster's fence in Commonwealth 
Valley and coastal naval bases, are beginning to come sen- bombers, probably Folke Wulf-190's, which can carry two Aen, There wae he cnet beats tn the Palle | 
sational details of Sunday’s battle over Kiel, where our 8th 500-pound bombs or one 1000-pound bomb, jabbed at Gardens — the celebrated silver free lunch 
3 Air Force ran into the heaviest concentration of Nazis it Metropolitan London today, killing at least seven persons diiesin Bache Bher oll eter Clase remem. 
; a ever faced and where the Germans paid a big price. when bombs smashed suburban houses in the first of two and there are the Uncle Dudley editorials in 
J ff moonlight alerts. These moonlight sorties are being mag- ‘The Globe.” 
a The total number of German fighters shot down in the nified by Berlin in an attempt to make the German home 
7 Kiel battle probably will not be known until the Allies are front believe that London is getting another blitz. How- . , 
able to get at the German archives after the war — since ever, a small number of aircraft made up the invading unit | Through seven decades Uncle Dudley 8 family of | 
many of the German losses, unofficially estimated at more as London's barrage thundered into the skies. nieces and nephews has grown steadily until now | } 
than 100, were attained by gunners later shot down in they number hundreds scattered all over the world. = 
the 26 bombers we lost on Sunday. It is highly significant of things to come that American They bring Globe readers exclusive, up-to-the-minute 
Thunderbolts, the tubby, barrel-shaped P-37's, were able news and comment. Here are just a few members of 
The results of the sharpshooting by heavy bomber crews to penetrate Sunday as far inland as Liege on the Belgian- Uncle Dudley's family, today : 
are expected to set up a new record for the 8th Air Force German border nearly 150 miles from the coast. -~ 4 
in the 10 months it has been operating out of England. | Dorotny THom psON © Ernest Linptey ¢ HeLen Lom- 
BARD ¢ Ernie Pyce ¢ Water LippMANN © WittiAM H. 
The week-end raids by American heavy bombers were STONEMAN @ JouN LarnpNer © Jay FRANKLIN © JouN 
American combat crews, under fighter attack for made without fighter escort but the day is not far distant Barry © Potty Wesster * Dororuy Hittyver « Henry 
nearly two hours in Sunday's battle over Kiel, were bombed when United States 8th Air Force missions will be able Harris ¢ Harotp Putnam ¢ Satty Stuart ¢ GEORGE | 
from above by what they believe is a new type of German to have fighter cover, particularly for the first wave which ANTHEIL * ANN DEAN ¢ Orto ZausMeER ¢ JOHN KIERAN ° 
antiaircraft bomb. Suicide squadrons of German fighters. absorbs the greatest part of enemy fighter and ack-ack fire. SAMUEL GRAFTON ¢ Epcar ANseL Mowrer ¢ GErorce 


Wetter « Nervi Gues « Rospert J. Casey ¢ Jerry 
Nason @¢ Paut Guaut ¢ Henry McLemore ¢ Heten 
Kink patrick ¢ Ricnarp Mowrere A. T. Steece e LELAND | 


determined to break up bombing runs regardless of cost, 
were seen machine-gunning Americans parachuting from 


riddled Flying Fortresses. Stowe * ALLEN HaypEN ¢ Waverty Roor « CarLyLe 


Hout « Dororuy Dix ¢ Emicy Post ¢ Joun STemnBeECK ¢ 


New York Herald-Tribune News Service* 


| ae : 
The Boston Globe ian a | 


Acme Photo Service 


United Press 


Morning + Evening + Sunday | Bad ! 


*Exclusively, in Boston, in Tut Boston Grose / 


All evidence shows that the Germans are doing their ia * Louts M. Lyons ¢ James Morcan ¢ Cuarces Merritt 
utmost to evacuate light industries from the Ruhr Valley : ¢ James Powers ¢ Eart BaANNerR ¢ Ext CULBERTSON ¢ 
further eastward, but their more important heavy indus- GRANTLAND Rice ¢ Hanotp Kaese ¢ Fretcuer Pratt 
tries. anchored by the nature of their equipment, are being Josern F. DinneEN 
sliced down increasingly under Allied programatic destruc- 
iia Supplementing these writers are the world’s best 

news and picture services: 
The above article by Nat Barrows of the Chicago Daily News Foreign Service Staff appeared—exclusively in Boston—in The Boston Globe Chicago Daily News Foreign Service* 
Overseas News Agency* > 
Associated Press ) 


YOUR ADVERTISING WILL BE BETTER READ IN THE BEST READ NEWSPAPER 
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PHOTOGRAPHIC REVIEW OF THE WEEK 


MAGAZINE PUBLISHERS FLY OLD GLORY ON THEIR JULY COVERS ONCE AGAIN 
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A good many—though by no means all—of the magazine covers which this year carry the flag on issues nearest July 4 are shown in this group, which is part of the selection mailed to 2,000 department stores throughout 
he country to be used in window displays. The portfolio contains suggested displays designed by W. L. Stensgeard and Associates, Chicago, and was arranged by the National Publishers Association in cooperation 
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ADVERTISING AGE 


Philadelphia pipe smokers 


give a little girl a break! 


Nine year old Jo Ann Bates, of North Canton, Ohio, has a growth 
in her throat, and must breathe through a silver tube. The tube must be 
swabbed frequently, with a pipe cleaner. Pipe cleaners are no longer made 
or sold, and pipe smokers hoard the precious stocks that can’t be replaced. 

On Saturday, May 22, The Inquirer published the child’s predicament 
... appealed to pipe smokers. By Saturday night, there were 30,000 
pipe cleaners in The Inquirer office. The Bates family received another 
30,000 over the weekend. Within a week, 100,000 had come in... and 


little Jo Ann can breathe comfortably for the next twenty years. 


Tere are a lot of fine people in Philadelphia . .. You can always get 


their attention and interest through the newspaper they believe and trust. 


a Philadelphia In In ier 
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